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There hasn't been... such 


ACTIVITY... 
in the mining industry since 


THE GOLD RUSH 


U. S. Metal and Non-Metallic Mining, 
Milling, Smelting and Refining Industry 
To Spend Over $2 billion 
on Expansion Program by 1955 


Where some of the $2 billion will be spent 
$385 million 
250 million 
150 million 


lron and taconites 

Copper and molybdenum 

Lead and zinc 

Aluminum and magnesium 820 million 

Other metal and non-metallics. . . . 130 million 
$1,735 million 


This Expansion Program 
Means Sales 
for Manufacturers 


The increased demand for minerals, plus the 
urgent need for getting lowe: operating costs 
means extremely active expanded markets at 
home and abroad for many manufacturers 

for machines, equipment and supplies 
which can help increase production or lower 
costs of mining and processing ores and 


minerals 


ENGINEERING AND 
MINING JOURNAL 


Canadian Mining Industry Expanding 

The Canadian mining industry will 
spend some $700 million through 1955 
to expand mineral production of much 
needed metals, e.g. nickel, copper, 
aluminum, cobalt, titanium and zinc. 


More and more manufacturers are running a 
consistent product advertising campaign in 
ENGINEERING AND MINING JOURNAL. They want 
to get their sales messages regularly to the 
widely scattered buying influences in the 
world-wide metal and non-metallic mining 
milling, smelting and refining industry to 
help get their share of this expanding market. 


AMAIVEERING 41) 
MUNN SUR 








T.R. READERSHIP Z 2 )}© 
T. R. BUYERSHIP ‘|OO* 


This unique T. R. advantage accrues to those who include 
T. R. on their advertising programs. It is at the vital moment 
when purchase is first contemplated, that T.R. is habitually con- 
sulted by U. S. Industry for the complete advance picture of all 
available supply sources. And it is in contact at the time and 
place of sales possibility that T.R. advertising, operating in a field 
of it’s own, originates direct, profitable sales leads. 


Product informative advertising in T.R. often the only advertising seen at the buy- 
ing moment, influences product selection exclusively in its own right, and in addition 
reinforces and revives impressions from other advertising, thus increasing returns 
from the foregoing far beyond the relatively small annual cost of space in T.R. 

50,000* copies of T. R. ordered, paid for and used by 100,000 individual 
buying men concerned with the vast majority of all U. S. Industrial Purchasing. 
Ask for latest ABC official audit and latest details. 

The 42 year cumulative experience of T. R. advertisers (9,956 
in the 1952 Edition) is outstanding proof that the value of 
product descriptive advertising in T. R. is seen and acted upon 
by important prospective buyers who habitually look FIRST 


in T. R. when buying is contemplated. 


*Conservative estimate based upon 20,000 annual edition A. B.C. 
Average proven life of three years, three individual users for each copy 


Tt Pays To Aeduertize 
Where Buyers Look for ptduertising... 


id THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVENUE 
NEW YORK 1, N. Y. 
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Reserve Space NOW — Have Ample 


Time to Prepare Effective Copy 
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Widely Used Since 1933 
When Buying Decisions 
Are Being Made.... 


The ARTISAN'S January Directory Edition 
is invaluable to dealers, contractors, whole- 
salers. By appearing with complete data, 
you KNOW that your Company's products 
will receive the consideration they deserve 
— and at the RIGHT times when thousands 
of buying decisions are being made. 
Here's your finest chance to do a REAL sell- 


ing job in the warm air-sheet metal field. 


The ACCEPTED Reference 
Guide-100% COMPLETE 





‘J 





You Reach KEY Outfits Who Purchase More 
Than 80% by Volume of All Required Products 


Next January another Directory Number of 
AMERICAN ARTISAN will be published — offer- 
ing you an economical opportunity to have your 
product data ALL NEXT YEAR before the top pro- 
ducing ‘‘Who's Who" in warm air heating and 
sheet metal contracting. 


In no other way can you place complete 
product information in the offices of the KEY 
men who purchase-control practically all of 
this vast market. The Directory Edition goes to 
the entire paid subscriber list of AMERICAN ARTISAN, 
It is all ABC. There are no ‘‘free'' copies. 


Why do we bring to your attention now 
a next January sales promotion feature? 


The ARTISAN Zack January- 


First, by deciding now, you and your agency have 
the time needed to prepare sales copy of the most 
effective type — and, second, if you are to present 
comparable data elsewhere in 1953, by working 
out the art, engraving and printing problems 
together, worthwhile economies are possible. 


Keeney representatives in Chicago, New 
York, Cleveland and Los Angeles are equipped 
to answer questions as to coverage, rates (subject 
to agency discount) and sales-producing copy. 
Without obligation, call us in at once! 


KEENEY PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 
AIR CONDITIONING HEADQUARTERS 


DIRECTORY NUMBER FOR THE WARM AIR — SHEET METAL FIELD 
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high 
HOME 


readership 


INCREASES 
THE IMPACT 


of your 


advertising 
message 


to the 


thousands of 
important 
ENGINEERING 


and 
OPERATING 


MEN 
who receive 


Chemical 
Engineering 
Progress 


each month 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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letters 


tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Anonymous trio bolsters 
his confidence in own agency 


® TO THE EDITOR: There was a good 
point to my reading “What’s Wrong 
with Industrial Advertising Agen- 
cies? Plenty!” for it added to the 
confidence we have in our own 
agency. Certainly our experience 
has been one of complete harmony 
with both agency and advertiser 
having one common objective . . the 
sale of the Timken Co.’s products. 
The fact that our agency is only 60 
miles away may make it easier for 
close contact as they often come to 
our office twice a week, but even 
so, they spend as much time as nec- 
essary to do a thorough job. 

Our agency has never served two 
masters or, for that matter, one 
master. When agency and adver- 
tiser have one common objective, it 
becomes a relationship between two 
partners rather than between mas- 
ter and slave and our particular 
partner is interested in seeing that 
we get full value for the money we 
spend in advertising . . S. T. SALVAGE, 
advertising manager, Timken Roller 
Bearing Co., Canton, O 


‘Undebatable outbursts’ show 
poor ad manager relations 


® TO THE EDITOR . . I would like to 
address this following question to 
the anonymous agency account ex- 
ecutive who wrote the article, “Too 
Many Indians, Not Enough Chiefs 
Among Ad Managers,” in your April 
issue. 

How can you expect sound think- 
ing, capable management to give an 
advertising manager greater recog- 
nition and the higher organizational 
you advocate, if his 
unsound 


status that 
breadth of experience, 
analytical ability and shallowness of 


over-all business judgment is typi- 
fied by that of the man who wrote 
“What’s Wrong with Industrial Ad- 
vertising Agencies” (the article pre- 
ceeding yours in IM’s April issue) ? 

As long as industrial advertising 
managers as a group are prone to 
encourage or allow members of 
their profession to make such pub- 
lie undebatable outbursts of con- 
demnation of an industry which 
thoroughly proved its worth in the 
very development and growth of the 
heavy durable goods industry, I 
question if they can expect to im- 
prove their stature generally . . or 
be classed as top bracket business 
executives. Such poor public rela- 
tions does not speak well of their 
ability as a group in the very line of 
work for which they profess to be 
specializing . . TOM L. WHEELER, JR., 
president, Wheeler, Kight & Gainey, 
Columbus, O. 


His remedy: a technical staff; 
a@ fee instead of commissions 


® TO THE EDITOR . . Let’s start with 
an echo from your April, 1952 is- 
sue . . “What’s Wrong with Indus- 
trial Advertising Agencies? Plenty!” 
We've run into the same arguments 
over and over, and sometimes not 
stated even as politely as the anon- 
ymous ad manager who sired the 
article. 

We ran into the same arguments 
so frequently that we took steps to 
remedy rather than steps to argue 
back, and the results have been 
more than pleasing. 

For instance . . 

The ad manager states, “The real 
work of producing bulletins, man- 
uals, catalogs and even direct mail 
pieces is beyond him . . beyond his 
knowledge and beyond his ability 
economically.” 

Could well be, but it isn’t with 





_..To POWER INDUSTRY SALES 


If you depend on personal calls alone to sell the electric power 
industry, it is a long haul to sales results. But there is an easier 
way to do it. 


Electric Light and Power reaches every key executive in every 
property every month. It is the only publication that does. 


With Electric Light and Power you can put your sales story on 
the desk of every key man in the industry—the men who direct 
the purchasing. 

And your story will be seen and read! Evidence proves that 
the readership of Electric Light and Power is extremely high. We 
will be glad to show you the evidence. 


Electric Light and Power is edited exclusively for the power 
industry. Its editorial coverage is complete. Key men know this and 
look to it as a reliable source of information. 


Sales to the power industry are now booming. It is estimated 
that the industry will spend more than $3 billion for expansion in 
1952 alone. This is a rich market. To get your share, keep your 
story in front of the key men through the pages of Electric Light 
and Power—the power industry’s own publication. 


WHAT THEY BUY 


Generating, Transmission, Distribution and 
Metering Equipment 


Street Lighting Equipment 


Construction and Maint ef 


SY'P 





Building Materials 


Operating Supplies . . . 
and strongly influence industrial and institu- 
tional purchases of Utilization Equipment. 





Electric Light and 
Power Is the Only 
Magazine Serving 


The Electric Power 
Industry Exclusively. 
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If mechanical engineers 
buy it, 


CHANICAL ENGINEERING 


is selling it! 





When you employ competent 
engineers to produce what 
you sell you naturally look 
for similarly qualified 
experts on the 

buying side. 


And the wise buyer, 

when he invests thousands 

of dollars in technical products, 
will place the responsibility in 
the hands of a competent engineer. 


When both buyer and seller speak the same 
technical language you have industrial 
marketing on the engineering level. 


~ 


Mechanical Engineering operates on this level more effec- 
tively than any other magazine by giving you the largest 
audience of engineers in the mechanical industries. 

In industry after industry, Mechanical Engineering has more 
engineer subscribers than any vertical book in that industry. 
Consequently any supplier, whose products or services meet 
the sometimes exacting requirements of professional me- 
chanical engineers, can talk their language to and sell to 
more than 35,000 of them .. . in the one magazine they own 
and publish to meet their equally exacting requirements for 
work material . . 


MECHANICAL ENGINEERING 


A publication of 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 


our agency. Personnel policy here 
dictates hiring only personnel with 
specialized backgrounds plus ad- 
vertising experience. We just don’t 
operate on the basis of taking a 
young man fresh from an advertis- 
ing course in college, and throwing 
him to the industrial wolves. Nor 
do we use good advertising men 
with no industrial background. 

Our industrial division is headed 
by a graduate engineer with engi- 
neering experience, plus many years 
of advertising and sales promotion 
work both in industry and with 
agency. There’s a chance that such 
advertising men can understand and 
advertise a product as well as the ad 
manager who has never been on the 
buying end of technical products, 
and who, quite possibly, is not a 
technical man himself. 

For instance . . 

“Agency Men Spread Thin” . . and 
that word “commission.” 

So often have we come across po- 
tential clients who have felt 
rightly or wrongly . . that they were 
singed by commissions, that some 
time ago we worked out a policy 
with most of our accounts whereby 
no commission is ever added to any 
bill. 

The agency works on a fee basis, 
the fee being worked out on a fore- 
cast of the number of hours neces- 
sary to service a client properly, 
with provision for adjustment up or 
down, at intervals. The client gets 
everything we buy for him at the 
same price he'd pay if he bought it 
himself. 

To our clients this means three 
things: 

1. There’s no temptation for the 
agency to buy the most expensive 
printing, art, etc., for the sake of 
the fattest commission . . for there 
isn’t any commission. If trade pa- 
pers are used, commissions are de- 
ductible from fee. Thus the agency 
will make the same amount, so 
temptation to overload on media is 
minimized. 

2. The client can now set up his 
budget as he does for his accounting 
services, legal services and other 
professional services . . he knows 
what his agency service will cost 
him 

3. There’s no problem of agency 
men spread too thin, for the fee has 
been computed on the basis of time 


1 page 





This is a continued story 
about a man whom your 
customers should know well. 


Continued on 
the following 





Mats His Line? 


HE DEALS IN SERVICES 

HE DEALS IN PRODUCTS 

HE COMES IN CONTACT WITH THOUSANDS OF PEOPLE 
PEOPLE COME TO HIM 


HE GOES TO PEOPLE 


maintains a modern, attractive 
retail store. 

enjoys an excellent reputation in 
his community. 


John Daly’s pane! of celebrities is financially sound. 
on the popular ‘‘What’s My Line?"’ i ss “O38 
television program might spot maintains efficient sales and 


carne eo skilled service organizations. 
Every Sunday night Jules Montenier, ™ ‘ as 
Inc., manutacturers ofS Spray is an aggressive advertiser and 


Deodorant and ” Poof! Body Powder, 


brings this entertaining program to merchandiser. 


millions, 
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INSTITUTIONAL 


RESIDENTIAL 


; ee 


INDUSTRIAL 








His work as a contractor brings him into close contact and 
continuous consultation with architects and owners in 
planning and installing complete plumbing, heating, air 
conditioning and appliance services in new construction 
and remodelling jobs of all kinds. 


You'll find his smart, modern retail store on the main 
thoroughfares of the nation, in the large cities and small 
towns. To these stores come thousands of people to see 
and buy the modern comfort and convenience products. 
From this store, his sales staff calls upon prospects and 


customers. 


His entire community is his field. Whether it be new con- 
struction or remodelling or improvement of residential, 
industrial, institutional or commercial structures, this 
well-established, financially-sound business man serves 
them all. He is, in fact, the only source for his type of 


service. 


Every product he sells or service he performs is handled 
by his own organization, from sale, thru expert installa- 
tion, skilled service, and guarantee of performance. His 
sales ability, plus his technical knowledge, plus his sense 
of community responsibility, assure satisfaction to all at 


all times. 


He is selling your markets and your customers 
and he should be selling your products 





a r) CJ 
Here’s his line: 
PLUMBING . . . HEATING 


4 


Three steps to New 


Bale 


SILITY and POWER 
in Your Dealer Organization 


Consult your advertising agency and get all the facts 
about the domestic engineering contractor-dealer. 
Get the complete picture of his background, his or- 
ganization, his stability, his ready entree to all of your markets. 


Check carefully to find out what magazine serves all 

of his interests—and yours—best. Which magazine 

presents the most carefully planned coverage of his 
problems in contracting and retailing, all phases of techniques and 
merchandising in plumbing, heating, air conditioning, and appli- 
ances. 


You'll find, as scores of other manufacturers have found 
through the years, that DOMESTIC ENGINEERING is that magazine. 


Plan an intensive advertising campaign to the do- 

mestic engineering contractor-dealer in DOMESTIC 

ENGINEERING—the publication he reads, the pub- 
lication you need to bring new STABILITY and POWER to your 
dealer organization. 


This is the book the domestic engi- 
neering contractor-dealer wrote, 
out of his experience, in selling 
and serving your prospects and 
customers. It has ‘‘2,001 Ideas’’ 
for you! For full information, write 
. .. DOMESTIC ENGINEERING, 1801 
Prairie Avenue, Chicago 16, Illi- 
nois. 


t¢ 


Alt PCL ATES SPOnHLIC) 
AN RELATED PRODUCTS 


Package of Services 


DOMESTIC ENGINEERING 
offers, to the manufacturer and 
advertising agency, a complete 
package of merchandising as- 
sistance including: 


DOMESTIC ENGINEERING 
Magazine itself, the only fully- 
paid publication serving the en- 


tire field. 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY, the 
industry's buying and specify- 
ing guide and complete catalog 
service. 


Complete mailing service for 
reprints, catalogs, etc, 


Marketing and Research assist- 
ance. 


Free manufacturers’ agent and 
sales representative service. 
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TYPES 
OF WORK 


New Construction — 
Industrial Plants and 
other Types of 
Large Buildings 
including 
Government Projects 


Maintenance and 
Expansions — 
Industrial Plants and 


other Large g 


| 


Draws plans and 
writes specs for 
architect or owner 


In case of extensive 
exponsions, called in 


by plant, building or 





including 
Government Projects 


Original Equipment 
Sales to Heating, 
Piping and Air 
Conditioning 
Product 
Manutacturers 


Sees | 


go to handle 


plans and specs 


Often specifies make 
or kind of accessory 
equipment to be 
used with primary 
products 


PRACTICALLY EVERY 


Contracts for job, 
buys and installs 


Does all or some 
maintenance and ex- 
pansion work for 
mony regular plont, 
building or govern 
ment customers 


Often specifies or 
orders makes of ac- 
cessory equipment on 
manufacturers’ prod- 
ucts, or buys prod- 
ucts less accessories 
and orders them 
separately 


Confers with Con- 
sulting Engineer and 


Contractor 


In charge of opera- 
tion and mainte- 
nance of heating, 
piping and air con- 
ditioning systems; 
draws plans and spe- 
cifications for alter- 
ations and additions 


Often specifies of 
buys accessory equip- 
ment to go with 
primery products 


Consulted for prod- 
uct and engineering 
advece 


Consulted for prod- 
uct and engineering 
advice 


Buys accessory units 
for use as ‘‘original 
equipment’? on own 
products; employs 
design engineer in 
charge of selecting 
accessory equipment 


— 


INSTALLATION OF CONSEQUENCE 
1S CARRIED TO COMPLETION BY HP&AC SUBSCRIBERS 


As charted above, HEATING, PIPING & AIR CONDITIONING is subscribed to by 


the engineers and contractors whose livelihood depends upon the selection, 


purchase, installation and maintenance of heating, piping and air conditioning 


equipment as used in industrial plants and other types of large buildings. 


So thorough is HP&AC’s coverage that practically all work done in the field 


originates with and is carried through to completion by HP&AC subscribers. This applies 


to new construction as well as to existing plants and buildings — to completely new 


systems, to maintenance, and to additions and expansions of present systems. 


Your products — if they are to be used on a volume basis — in heating, piping 


and/or air conditioning must be acceptable to HP&AC subscribers. THERE IS NO 


WAY AROUND THESE KEY MEN. 


in Circulation. . 


he Kolteydlele-yaaiec 








Your Primary Advertising Job 


a 


» in the Heating, Piping and Air Conditioning Field 


pai YOUR 
COMPLETE 
editorial staff. It is because of editorial excellence 
that HP&AC has long maintained its position as the DATA 
LEADING publication in its field. BELONGS 
The 30 contributing editors are active, in the 


outstanding engineers. With their continuous co- ieee any Xl Hie Market’s On : y 


HP&AC is a strictly technical publication with 


a Board of Contributing Editors as well as its own 


operation, our staff editors are always alerted to 
es ae Complete 
the latest thinking and happenings in every phase ” 
Product Reference 


of this heating, piping and air conditioning market. 


Each year since 1934 more and more advertisers 


Since its inception in 1929, HP&AC has been 
have used the January Directory Edition of HP&AC to 


a dominant influence in the progress of the entire 
industry — the unquestioned FIRST PREFERENCE of 
the KEY engineers and contractors who purchase- 


control the field's vast product requirements. 


SEND FOR THE HP&AC FACT FILE showing 
how to make every advertising dollar count in this 
specialized field— how to use the January Directory 


Number to sell your products all through next year. 














present comprehensive product data. 


By appearing in the January 1953 Directory Num- 
ber with complete information (enabling subscribers to 
both specify and buy), you are in substance getting your 
sales literature into the offices of the some 16,000 consult- 
ing engineers, government engineers, plant engineers and 
contractors who are THE MARKET for EVERY PRODUCT adapt- 
able to heating, piping, and/or air conditioning. 


Here is the most economical way of having your entire soles 
story easily accessible to this entire field. Make your space com- 
mitment NOW and art, engroving and printing savings are possible. 


AIR CONDITIONING HEADQUARTERS 
6 North Michigan, Chicago 2 


Also Publishers of American Artisan for Residential Field \ 


NEW YORK: 1734 Grond Central Terminal 
CLEVELAND: 3734 Woodridge Rd., Cleveland Heights 


LOS ANGELES: 672 S. LoFayette Park Place 


to Readers... in Advertising Volume... 
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APPLIANCE 
MANUFACTURER 








Get the advance dope on 


WHO! 
WHY! 
HOW! 
WHEN! 


the dynamic new magazine for 
the men who make the management, 
design, production and purchasing de- 
cisions in America’s fastest growing 


industry — Home Appliances. 


Here for the first time this great mass 
production industry — manufacturers 
of electric, gas and oil appliances — 
will be served by its own specialized 


publication. 


If you want to tap the massive purchas- 
ing power which feeds today’s stream- 
lined production of home appliances 
you will want to know more about AP- 


PLIANCE MANUFACTURER. 











WRITE TO: 
BOX 457 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill. 
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Vice President 
Standard Oil Company of California 


When you check the titles held by George Parkhurst you 
see how chemists and engineers really get into everything 
- . even Law! 

Following his degree in chemical engineering and gradu- 
ate work in chemistry, Mr. Parkhurst received a law 
degree from DePaul University, and gained admission to 
the Supreme Courts of Indiana and Illinois. With this 
background, he joined the Standard Oil Company 
(Indiana) in 1927, and became their Senior Patent Attorney. 
During World War II, Mr. Parkhurst rendered outstanding 
service with the Petroleum Administration: first as assist 
director for refining, and later as contract executive 
responsible for much of the 100-octane aviation gasoline 
production program. 

In 1945, Mr. Parkhurst joined Oronite Chemical Company, 
a subsidiary of Standard of California, as vice president 
in charge of products and processes. The following year 
he became its president; and in 1949 was elected Chair- 
man of the Board and a vice president of the parent 
company. Mr. Parkhurst is also Board Chairman o 
Standard’s research subsidi bsidi d 








yanda y engag 
in the atomic energy program. 

He has been a member of the American Chemical Society 
since 1927, and is a regular reader of C&ENews. 


Check Your Customers 
in the Chemical World: 


CJ Chemists 
CJ Executives 
LJ Engineers 


‘a Others 


¥v Check men like George Parkhurst who have 
stepped from technical backgrounds into executive 
positions. Your selling efiorts must include such 
top management men. 


¥ And check the chemists and engineers in every 
title classification: officials, works executives, super- 
visors, engineers, research directors, chemists and 
consultants. For these are the men who buy and 
specify throughout all 24 chemical and process 
industries. 

JJ Double check C&ENews, the only maga- 


zine so big in news coverage and editorial con- 
tent that it gets read by all these men. And... 


Its 72,000 Circulation... 
every Monday...is SO BIG 
it BLANKETSthe Chemical World 





CHEMICAL AND ENGINEERING 











Newsmagazine of the Chemical World Since 1923 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO « CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE *© DALLAS 
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.. or Carloads of other materials 
and equipment to the vast 
city and county market 


sell the public 
works engineers ! 


On streets and highways, in sewage and 
waterworks, airport and snow removal 
jobs, it’s the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county mar- 
ket) if you sell in PUBLIC WORKS Mago- 
zine. It solves on-the-job problems... at 
the top engineering level. And it's the 
only magazine edited especially for 
public works engineering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 


from Washington 





New ACPE to keep U. S. 
permanently tooled for defense 


By Stanley E. Cohen 


® THERE IS a new set of initials in 
the defense set up and this set 
may be with us for a long time to 
The initials are ACPE. The 
outfit is the Advisory Committee on 
Production Equipment. And its job 
is to see that the U.S. never again 
itself 


come 


finds without the machine 


tools necessary for producing de- 
fense equipment 

ACPE is under the chairmanship 
of Harold 
Studebaker 
includes Clay Bedford, president of 


Vance, president of 


Its initial membership 


Chase Aircraft, who recently re- 
signed as special defense production 
expediter for the Secretary of De- 
fense; Manly 
stepping out as Defense Production 
Administrator; and Gen. K. B 
Wolfe, retired, former chief of air- 
craft procurement 

ACPE's job goes beyond the cur- 
rent defense buildup, into that foggy 


Fleischmann, who is 


period three or four years from 
now when there will be a constant 
problem of keeping industry in a 
position where it can move rapidly 
from “normal” activity into defense 
production 

Henry Fowler, who took Fleisch- 
mann’s place at the top of the de- 
fense mobilization heap has warned 
that the day of “shadow plants” is 
behind us. Security is possible in 
the future only if the nation is able 
to move into defense production 
with literally less than 24 hours 
notice. 

“The military 
producing in 1952 are superior to 
any in the world,” Mr. Fowler says. 


weapons we are 


“By 1956 these same weapons to- 
gether with many of the tools and 
facilities now producing them, may 
be as obsolete as the B-17. 

“As new weapons are developed 
and tested, new tools must be pro- 
ACPE is 


determine 


vided to produce them. 
being established to 


methods of maintaining production 
facilities in a state of readiness. 

“Never before in history has 
there been such a concurrence of 
forces leading to change as have 
appeared in the past decade. At 
least four technological revolutions 
affecting military science and na- 
tional security are taking place 
in the fields of atomic energy, elec- 
tronics, petro-chemicals and jet pro- 
pulsion and these developments 
are bringing about wholesale revi- 
sions in military planning.” 

Three harsh facts must be kept 
constantly before us, he warns: 

1. The enemy can be upon us at 
any time and at his own discretion. 

2. From a standing position, it 
takes three years to mobilize and 
during that time the free world and 
its resources will be lost to us. 

3. We can be assured that our 
enemy will at no time relax its own 
efforts to develop and produce in- 
creasingly effective weapons. 


New Light on Defense Ads. . 
Renegotiation Board’s “Staff Bulle- 
tin No. 1” is a triumph of layman 
over lawyer. For the first time in 
history, it is possible to understand 
exactly how a defense contractor 
states his claim for advertising dur- 
ing renegotiation. 

According to the bulletin, adver- 
tising is a consideration if the con- 
tractor can show that his competi- 
tive rank in his industry is endan- 
Otherwise, advertising is not 
a bona fide claim. 

Here are four illustrations of suc- 
cessful cases from the bulletin: 

1. Producer of Product X curtails 
normal production to take defense 


gered. 


orders, but competitors continue to 
serve the civilian market. 

2. Entire domestic industry pro- 
ducing product Y is involved in de- 
fense, but foreign producers are 
serving the U.S. market. 

3. Producer of product Z is en- 





The 2% Billion Dollar Pit Gnd Quarry Industries 


\ Big Marke 





FOR EQUIPMENT 
AND SUPPLIES 


because of continued huge 
demands for aggregates 





SS 


PORTLAND CEMENT 


U.S. 
1951—Number of Active Plants 169 
Annual Production, bbls. (U.S.) 
Production Value, (U.S.) 
Value of Equipment and Supplies 
Purchased Annually 


Canada and Mexico 
29 
259,678,320 
$608,400,000 


$322,452,000 


LIME 


U.S. Canada and Mexico 


1951—Number of Active Plants 196 30 
Annual Production (short tons) (U.S.) 6,833,243 
Production Value (U.S.) $ 74,968,900 
Value of Equipment and Supplies 

Purchased Annually $ 33,383,694 





| CRUSHED STONE 


U.S. 
1951—Number of Active Plants 2,234 


Canada and Mexico 


92 


Annual Production (short tons) (U.S.).... 240,534,403 


Production Value (U.S.) 
Value of Equipment and Supplies 
Purchased Annually 


$314,150,000 


$150,792,000 


GYPSUM 


U.S. Canada and Mexico 


1951—Number ot Active Plants 99 24 
Annual Production (short tons) (U.S.) 8,362,699 
Production Value (U.S.) $220,604,776 
Value of Equipment and Supplies 

Purchased Annually $ 90,272,031 





SAND AND GRAVEL 


U.S. 
1951—Number of Active Plants 3,014 
Annual Production (short tons) 
Production Value (U.S.) 
Value of Equipment and Supplies 
Purchased Annually 





First in the Field 


First in Quality Circulation 


. First in Advertising Volume 
12 consecutive years 


Canada and Mexico 
96 
355,350,000 
$386,250,000 


$163,461,000 








OTHER MAJOR PRODUCTS 


U. S. Canada and Mexico 
1951—Number of Active Plants 3,304 189 





Production Value (U.S.) $415,020,469 
Value of Equipment and Supplies 

Purchased Annually $190,909,200 
CONCRETE INDUSTRIES 
Ready-Mix Concrete 2,000 
Concrete Products 8,500 

Total Plants 10,500 

1951 Production Value $800,000,000 
Value of Equipment and Supplies 

Purchased Annually $251,600,000 








WRITE FOR MARKET DATA FOLDER 


1 ethene nC yetniwcrearr bine papllacenpien: Ben ica 
help you determine sales ee Oe, 
2 billion dollor Pit and Quarry Industrie 


Pit and Quarry 


431 SOUTH DEARBORN ST., CHICAGO 5, iLL. 
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TRANSPORTATION | 





W HAT publications do tran- 
sit executives read... 
find most enjoyable and most 
helpful? 
A leading advertising agency 
(representing 8 manufacturers 
‘that sell to the transit industry) 
recently found the answers to 
these questions. 


By personal interview...plus 
a comprehensive mail survey, 
the agency secured honest 
opinions from 294 of the nation’s 
top transit men (presidents, 
general managers, equipment 
superintendents). 

Here are the results: 116 said 
Mass Transportation is the 
most interesting to read... 
and the most enjoyable. 81 
voted for publication No. 2 and 
74 for No. 3. 

112 voted Mass Transpor- 
tation’s articles most helpful 
in solving transit problems. 
96 preferred No. 2 and 60 No. 3. 

For advertising that gets top 
results with top transit execu- 
tives, put your message in Mass 
Transportation—read most and 
enjoyed most by men who 
count most. asen 
*Survey copies available upon request. 


See SRDS, 21 or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


Ge qi 
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gaged in defense, but manufacturers 
of substitute product Z continue to 
serve his normal market. 

4. Contractor of high quality line 
forced to substitute lower quality 
product. 

In all these instances, renegotia- 
tion officers are authorized to charge 
a portion of the company’s adver- 
tising against the defense “profit,” 
before arriving at the amount of 
“profit” the company is permitted 
to keep. Where all members of an 
industry are involved in defense 
work, and none gains an advantage 
in the normal market, renegotiat- 
ing officers may refuse to consider 
any advertising cost in arriving ata 
settlement. 

For copies, write: Renegotiation 
Board, Washington 25, D.C., atten- 
tion: Mr. Brinkley 


See No Recession . . Government 
officials find it hard to believe that 
alleged signs of recession are more 
than superficial. Statistical indi- 
cators still point upwards, except for 
consumer durables. 

Gross national product for first 
quarter 1952 was estimated at $339.5 
billion, compared with $334.5 in the 
preceding quarter With prices 
steady, the difference was a larger 
physical volume of production. 

Government purchases were $74.5 
billion, compared with $70.5 billion 
in the last quarter of 1951, and $53 
billion in the first quarter 1951. 
Defense was the biggest factor 
taking 13°, of total national output, 
against 8°, in first quarter 1951. 

Private construction and produc- 
ers’ durable equipment, which were 
steady at $49-50 billion throughout 
1951, increased to $53 billion in first 
quarter 1952 

Not a bad picture 


Controls Go .. As it looks now, 
the controlled materials plan, in a 
greatly diluted form, will be on the 
books for a long time to come. How- 
ever, it will be control in theory 
rather than fact. 

By the end of 1952, CMP for steel 
and aluminum will probably be 
“open end.” In other words, there 
may be allocations for defense and 
machine tool programs. But other 
programs will operate on a self- 
certifying or free market basis. 
Continued allocation of copper is 


anticipated through mid-1953. How- 
ever, copper tickets for the whole 
half of the year may be given out 
late in 1952, eliminating the quar- 
terly go-areund. 


Scrap Need Ends . . Iron and 
steel scrap consumers were on the 
spot during a recent meeting with 
NPA. Industry members have an 
ample supply of scrap at the mo- 
ment, and they would like NPA to 
ease up its scrap collecting. 

On the otherhand, the long run 
outlook for scrap is uncertain. Ex- 
perts fear another shortage will de- 
velop next winter. 

Finally, NPA challenged the in- 
dustry to say whether it wants scrap 
salvage continued or not. “If the 
program is dropped,” NPA. said, 
“someone will have to shoulder the 
blame should open hearths start go- 
ing down next winter.” 

NPA said _ industry 
ought to seize the opportunity to 
build their inventories. It indicated 


members 


some companies could accumulate as 
much as 60, 90 to 100-day supplies. 


Controls Change . . NPA’s action 
decontrolling lead, antimony, cad- 
mium and bismuth, and reducing 
zinc controls to a mere inventory 
ceiling, set off more speculation that 
the control program is disappearing. 
Actually, the actions are nothing 
more than further evidence that 
NPA is diligently adjusting its re- 
strictions to meet the current de- 
mands of the market. 

Since mid-1951, controls have 
been removed from 14 materials and 
products and relaxed for 30 others. 
However new orders and regula- 
tions have been issued for 21 mate- 
rials and products. 

Among the alloying materials, for 
example, the supply of tungsten has 
improved to the point where NPA 
is increasing the amount available 
for tool steel. On the other hand, 
control over cobalt has been ex- 
tended to include compounds pro- 
duced from ores, metals, concen- 
trates and refinery residues. So far 
as nickel is concerned, the shortage 
is unabated and will remain, of- 
ficials say, as long as there is a big 
program for jet engines. 


Steel Case Bungle . . The admin- 


continued on page 132 
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THE TOOL ENGINEER Wiis ere thane 
“tool engineers’ ? 


\ UNIQUE ABC CIRCULATION Tool engineering is a function. Briefly a tool 
ts gore: engineer is a man whose responsibility it is to 

do one or more of the following in his company: 
Determine the practicability of a product 


MET. AL WORKING FIELD | oe the product for best methods of 


production 
. Select the best or, if necessary, design 
the equipment for any manufacturing 
: process 
4 . Determine the best sequence of manu- 
facturing processes 
. Select, design, or supervise the design of 
tools, jigs, fixtures, or other devices to 
best assist the manufacturing equipment 
to function as planned 
. Estimate expenditures for equipment 
and tools 
. Recommend replacement or moderniza- 
tion of equipment in service based on 
economic obsolescence 
. Coordinate the many functions pertain- 
| ing to production. 
| : Over 20,000 of these tool engineers are mem- 


bers of the American Society of Tool Engineers 
—regularly receive The Tool Engineer. 








er Pi 


: ' Other Services 
, of the ASTE 


: : Fan The American Society of Tool Engineers is 
Ee ; ee. built on service to its membership. THE 
i . TOOL ENGINEER is one such service and a 

; vital one. Others include: 
The Tool Engineers Handbook—the 


standard reference work of the tool 
engineering profession. 





Tool Engineering Data Sheets—carrying 

‘ important specifications and engi- 

a : neering data. Distributed to all 
members. 


ASTE Industrial Expositions—held every 
two years. Now generally consid- 
ered the most important expositions 
in the metal working field. 


Technical books—published by the ASTE 
to serve the membership on topics 
not adequately covered by existing 
literature. 

‘ —and many others 
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A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures 





1952 building may set a new 
record but planning dwindles 


® WITH EASING restrictions on ma- 
terials a fact and relaxation of credit 
restrictions a good prospect, this 
year promises to give the U.S. con- 
struction industry the biggest dollar 
volume in history. Despite pessi- 
mistic forecasts at the beginning of 
1951, last year saw a record volume 
of new construction activity. <A 
mid-May revision of that mark by 
the Department of Commerce 
moved it upward by $1.5 billion to 
a whopping $31.25 billion. 

Amidst the Defense Production 
Administration’s gloomy February 
talk of metal shortages, even the 
most optimistic federal crystal- 
gazers did not expect total 1952 ac- 
tivity to top $27 to $28 billion. But 
now, a total of $32,175,000,000 in 
1952 construction seems indicated 
by the continuing strength of pri- 
vate housing and industrial build- 
ing, coupled with what should prove 
to be about a 17% increase in public 
construction over last year. 

For the first four months of this 
year, commercial construction put 
in place was hard hit by CMP re- 
strictions. Experts figure it dropped 
35% below 1951 levels. But the 
dramatic loosening of the brakes on 
steel, copper and aluminum alloca- 
tions that began in March now 
promises to pare the slump down to 
around 25% by the time the year- 
end totals are added up. 

Moreover, indications are that the 
Federal Reserve Board will relax 
the loan-to-value requirements of 
Regulation X from 50 to 66% for 
commercial building. This will be 
some help in financing speculative 
deals like suburban shopping cen- 
ters, although much commercial 


building rises on 75 to 90°% loans. 
While the value of industrial build- 
ing actually put in place is still on 
the rise, the industrial building 
boom has begun to taper off at the 
planning stage. Even so, the vol- 
ume of plant construction in pros- 
pect for the next twelve months 
probably will be down only by com- 
parison with record 1951. Construc- 
tion of chemical, synthetic fibre and 
power plants will probably increase. 
In sight for 1953 is a slowdown, but 
no collapse. 

The fact that materials shortages 
in steel and aluminum have dis- 
appeared should also prove encour- 
aging to firms who had postponed 
construction for fear of expensive 
delays. . . GURNEY BRECKENFELD, news 
editor, Magazine of Building, New 
York. 


Builders watch Regulation X.. 
Although housing starts are grow- 
ing at a pace that likely will make 
1952 another 1,000,000 home year, 
there is some “watchful waiting” on 
the part of buyers. This is particu- 
larly true in the market of houses 
selling over $12,000. Regulation X 
is causing this hesitation. 

Under this regulation down pay- 
ments for veterans range from 4% 
to 8%, for non-vets 10% to 20%, on 
houses up to $12,000. Above that 
figure both vets and non-vets are 
required to make a_ considerably 
higher down payment. Regulation 
X is now up for renewal or relaxa- 
tion. At this moment no one can 
predict what Congress will do, but 
indications point to a relaxation and 
better financing privileges even for 
higher priced homes. But it is not 





STEP 1 
IN CREATING A 
GOOD AD 


There’s more to this picture than 
meets the eye. For instance, the 
camera notes that the man on the 
right is Lucien Brouillette, vice 
president of this agency, at a 
Business Show Exhibit of one of our 
clients. But you can see what the 
camera can not—that this is, in fact, 
a picture of an ad being written, 


In our book, Step 1 in writing a 
good ad is to decide what to write 
about. That means knowing what 
the buyer wants to know—which in 
turn means going where the buyers 
are and asking them. That is why 
Marsteller, Gebhardt & Reed men 
spend ume in the field and go 
to business shows—in order to 
attain the status of Educated Buyers. 
Once that status is achieved, 
creating good ads becomes less a 
matter Of Ornate writing, more a 
matter of straight thinking. 


You'll find, when and if you're 
interested, that Marsteller, Gebhardt 
and Reed is exceedingly marketing- 
minded—and with every intention 
of continuing so, 


avtellor 


| Gebhavdt 


and 
ADVERTISING 


» Inc. 


600 SOUTH MICHIGAN AVENUE + CHICAGO 5 
406 LAW & FINANCE BLDG. + PITTSBURGH 19 
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Wr. D. Cat. he vr 


decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


Point-of-purchase is your last chance to clinch the sale. And the space in your 
dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
name-plates, product decoration decals —all stick to their jobs of turning 


impulses into sales! 


ort services, consultations and estimates without obligation 
PF DECALS... your last link between advertising and the sale! 


Please send me your 

FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 

Name 

Firm 

Address 

City Zone State 


PALM, FECHTELER & €O. 


220 WEST 42 STREET, NEW YORK 18, WN. Y. 
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likely that the entire regulation will 
be killed by legislative action 

There is no slackening of interest 
in home ownership. A good market 
is expected for several years. Down 
payment is an important factor to- 
day. The market of home buyers 
has changed in age groups as com- 
pared with past years. While 25 
years ago the average age of a home 
buyer was around the middle 30's, 
when generally a creditable bank 
account had been built up, the aver- 
age age today is in the middle and 
early twenties, when bank accounts 
are just beginning. Down payments 
must match this pattern. Hence, 
the higher requirements under Reg- 
ulation X for houses above $12,000 
worked a distinct hardship for many 
builder customers. Others had to 
walt. 

With the removal of Regulation W 
which had restricted installment 
buying on consumer goods, home 
builders contend that Regulation X 
should also be removed. To restrict 
the buying of so basic a thing as a 
home while permitting full reign to 
other products is not only unfair but 
unsound economically. Home build- 
ers compete with other business 
men for the same consumer dollar 
and reasonably easy credit is even 
more necessary in this industry. 
And there should be no more dis- 
crimination against the man who 
can afford a higher priced home. 

This viewpoint is creating a heavy 
impact on Congress for a relaxation 
of Regulation X, which is now an- 
ticipated and may be accomplished 
while this article is being printed. 

The removal of restrictions on the 
building of amusement and recrea- 
tional facilities effective July 1 is an 
indication of the new thinking in 
Washington on the supply of metals. 
While this type of construction is 
confined to certain weight limits in 
steel, aluminum and copper, the fact 
that such building has been given 
the green light is a big concession 
in face to the many dismal reports 
of shortages coming out of Washing- 
ton only a few months ago. The 
controls “front” has begun to sag 
Fleischmann’s resignation, following 
Wilson’s, whom Fleischmann was 
slated to replace, indicates that no 
serious effort will be made to bolster 
the administrative structure. 
JAMES M. LANGE, Chief-of-staff, 
Practical Builder, Chicago. 





You'll find the Greatest Names 
in the electrical industry 
using Electrical Engineering. 


More than 


Wr, 
SV, 
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circulation 


For more than 68 years 


Electrical Engineering 
First In The Field 


Advertisers and Agencies are invited to write or 
wire for complete information of rates and coverage 


Electrical Engineering leads 
with the largest circulation 


of any engineering peri- 
odical in the electrical field. 


Lowest 


cetven Electrical Engineering =... 


Circulation 
in the Official Publication of the American Institute of Electrical Engineers, 
Publications Department Rate Per 


— SUITE 7-8, Lower Level Thousand 
500 FIFTH AVENUE NEW YORK 36, N. Y. 
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National, Horizontal Coverage 
of the $9,000,000,000 
Forest Products Industry 


Remember. it's QUALITY. not quantity 
circulation that counts. 


wood 


wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 
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Eight steps to take 


before you make a movie 


® THE MOST important part of any 
good movie is paper, not film. The 
actual filming and recording is rela- 
tively a minor project, compared to 
planning, outlining and writing 

There are many good producers of 
business films . . and also a rather 
generous sprinkling of producers 
who should be in some other field of 
endeavor. Most of them, good or 
bad, can do a pretty good job for 
you as far as the actual photography 
and recording is concerned. But 
when it comes to planning, outlining 
and writing a script, it’s a different 
story. So, I'll attempt to suggest 
how the paper part of your movie 
should be handled, this may help 
you evaluate your potential pro- 
ducer by the way he proposes to 
handle this part of the job. 

The first step in producing your 
film should be a “production out- 
line.” This will be prepared by a 
three-man team including yourself, 
a technical advisor (someone who 
is an authority on the subject matter 
to be treated in the film) and the 
script writer. 


In preparing the outline, these are 


problems 


in Industrial Marketing 


some of the questions you'll want to 


consider: 


1. For whom is the training film 
to be designed . . 
ers, college girls, mechanics? 


welders, carpent- 


2. What is the film’s objective? 


3. What type of material is al- 
ready available on the subject 
text books, literature, etc.? 


4. What information is assumed 
to be known by the audience? You 
won't tell a radio repair man how 
to use a soldering iron, but you 
probably will explain it if your au- 
dience is to be high school freshmen. 


5. What available films deal with 
this or closely related subjects? 


6. Where is film to be used? . . 
in offices, schools, churches, asso- 
ciation gatherings? 


7. In addition to the general ob- 
jective of the film, what are the 
specific objectives? 


8. What will be the film’s content 
. in “one-two-three” style? 


The next step after the “produc- 
tion outline” is the “action outline.” 
As the name implies, it outlines the 
action to take place in each scene. 

Too many films lean too heavily 
on the sound track, commentary, or 
whatever you want to call it. Ac- 
tually a good writer will end up 
with a script that makes the picture 
tell as much of the story as possible 

. with the sound track playing a 
supporting role. If you'll think back 
to some of the better business films 
you've viewed, you'll remember that 
the sound track was often silent. 

The “action outline” therefore, 
forces the writer to think first in 





PRODUCT PROMOTION 
—with prestige 


Proceedings of the 1.R.E publishes 
electronic advances—years ahead of 
the times. 22,334 engineers all over 


the world watch, read and work with the 
engineering and research papers given in 
full, unabridged form in this practical maga- 
zine—recognized as the authentic and ac- 
curate reporter of the development of a 
great industry. 


This publication is also used as an up-to- 
the-minute text book by more than 8,000 
engineering student members in technical 
schools, a 


Last year 264 authors contributed 1,480 
pages of research and applied engineering 
on every phase of audio, radio, television and 
electronics—a word count basis the equiva- 
lent of five textbooks of 576 pages each. 


Supported by this vital reader interest 
background, 207 advertisers have found “Pro- 
ceedings of the I.R.E” a powerful medium 
for product promotion—with the prestige 
of association to the quality journal in its 
field—a way to reach the best brains in an 
industry where knowledge controls buying. 
To SELL the Radio Industry, TELL the 
Radio Engineers. 


The Institute of Radio Engineers 


303 West 42nd Street, New York 36, N. Y. 
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PRODUCT REFERENCE 
—with effective economy 


IRE Radio Engineers 
Directory 


Insuring that the unknown prospect can 
find your product is the first and most funda- 
mental job of your advertising. A campaign 
should start with Directory advertising as 
its primary “buy.” Place your product facts 
where they can be easily found by the 
prospect you don’t know about, 


Sometimes this unknown buyer is right 
in a firm you have covered well personally 
or are now trying to sell. Engineers know 
how to look up facts—prefer to make deci- 
sions themselves without sales pressure. 
22,334 electronic engineers will receive and 
use the IRE Directory (Yearbook). One ad 
works a whole year, 


3,003 firms provided reports to make our 
company and product indexes complete. 
Ours is a 3-in-one Directory listing 22,334 
IRE engineers, 3,003 firms and thousands 
of products in 76 engineering product 
classifications. 


PRODUCT PRESENTATION 


—manufacturer meets engineer 
at the Radio Engineering Show 


The Radio Engineering Show and Con- E 
vention have been an annual pre- [23°] 
sentation for the last five consecu- BY. 
tive years. This show and convention have 
become firmly established as radio’s great- 
est market place, where 22,919 engineers 
meet 277 manufacturers. 

Bringing buyer and seller face to face to 
discuss engineering needs and product per- 
formance is one of IRE’s great services to 
an industry where understanding is the key 
to progress, 

Every year during the month of March, 
in Grand Central Palace, New York, manu- 
facturers find that they meet and demon- 
strate products to more engineer buyers in 
four days than they could cover in months 
of hard and expensive travel and call work. 
These exhibits cut selling costs. The show 
completes with actual product presentation 
the balanced promotion package of “Pro- 
ceedings of the LR.E” for product promo 
tion and the Radio Engineers Directory 
for product reference. 

CATALOG INSERTS 
4 to 32 page € 
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terms of what is to be on the screen. 
You and After he has thought out the action, 


he can use the sound track to add 


your business fest ys) acai 
can profit from How to cut waste of costly 
fe avorable tal k sales bulletins at trade shows 


How to encourage favorable talk is 
the subject of S. D. WARREN COMPANY'S 
June message. Read all about it in 
TIME for June 16th and in 
THE SATURDAY EVENING POST for June 2\th. 


@ NOT TOO many years ago, the 
average technical or sales bulletin 
cost anywhere from 4¢ to 8¢, but 
today these costs are much, much 
higher, as most of us have learned. 
Many run into the 12¢ to 15¢ brack- 
et, and some of the larger and more 
elaborate bulletins hit the 25¢ to 30¢ 
bracket with no trouble at all. 

Many exhibitors discourage the 
“collectors” by exhibiting single 
copies of the various bulletins under 
glass or plastic with the promise 
that copies will be mailed later . 
if they leave their name and address 
on a card or form provided for the 
purpose. 

Of course literature is written and 
printed in order that it may be dis- 
tributed and read, and it would be 

oe ridiculous not to have it available 

wee e210 ; for the real prospects and customers. 

ee ie oe, ™ 4 s qction Many pdiaiiae have a literature 

“be ai \k begets : P rack hidden away in the exhibit's 

\ a 83 back room where the salesmen and 

aprintet exhibit attendants can get copies 
when needed. 

A good way to design your litera- 
ture rack is in the form of a heavy 
trunk or shipping box that may be 
shipped from show to show. Of 
course, the front panel will have to 
be removable so you can have access 

ee eS — to the bulletins. Inside build about 
. mee ; 20 or 25 shelves (or one shelf for 
each different type of bulletin). The 


rhe cio Soha? shelves need be only an inch above 
eaptno" yorable > Saveet, © an parnTin® 


atk 


ple Ta! 


Favre able 


pesets Fee 


k 
Actiot 


sesare Fe each other . . this will give you room 
ne for 35 or more bulletins on each 


shelf. 


Thus you have a_ combination 


“ a 
f xt 
att 
Hew part 


shipping box and literature storage 
rack all in one. 
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WHAT IF 


MRS. WAGNER HAD TO pinch every pie? 


The pinch is a cinch 
with food engineering 





When the housewife makes a pie, she trims away the 
excess dough with a knife and pinches the edges to- 
gether with her fingers. But at Wagner Baking Corpora- 
tion they turn out a pie every 2% seconds. So they have 
to trim and crimp the dough automatically. 

The development of automatic pie-making to its 
present high efficiency has been only one step in the 
trend of the food industry, now rapidly accelerating, 
toward push-button operation. Food engineering is 
reaching into every nook and cranny of the bakery, 
the cannery, the dairy, the brewery, the meat plant 
Food plants know food engineering is vital in making 


Equipment manufactured by Colborne Mfg. Co., Chicago, lil. 


yesterday's profit fit today’s cost. So they're up-dating 
ingredients, packages, processes, handling methods and 
physical distribution. They've made their industry the 
third largest modernization and replacement market 
among manufacturers (and they buy over $20 billion 
worth of materials, parts, containers and supplies each 
year). 

And what of the future? In the next 3 years, this 
market will remain among the steadiest in industry, 
according to a recent survey of buying plans. 

If you are selling to modern industry, here’s a market 
for you. And here’s a superior advertising medium: 
Foop ENGINEERING, which has tripled its paid circula- 
tion since 1940;— which continues to lead industry- 
wide readership polls (the latest, by Crossley Incorpo- 
rated) ; — which carries more advertising than any com- 
petitor directed to the entire food engineering market. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N.Y. 
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news 


of industrial sales and advertising 


Johnson salesmen do research 


Herzog warns of limitations, 
but OK’s industrial salesmen 
for field market research 


® CHICAGO Salesmen . . particu- 


larly industrial salesmen . . can be 
used effectively as field men for 
market research if a company ex- 
ercises proper safeguards and con- 
trols, William W. Herzog, sales ana- 
lyst, S. C. Johnson & Son, Racine, 
Wis., told the Chicago chapter of the 
American Marketing Association at 
a monthly meeting 

He warned, however, that you 
must have the right type of sales- 
men and give them the right type of 
training for such field work. 

“Otherwise, salesman won't do the 

“They'll tamper with 
They will feel . . and 


job,” he said 
the truth 


probably they should . . that selling 


z00dyear 
ional Nickel 


Green Fire & Brick 


istrial Marketing 


is everything and that paper work 
is ‘fal-de-ral.’” 

Mr. Herzog said that 8,000 field 
interviews had been handled with 
good results by salesmen of S. C. 
Johnson. Citing interview work 
done in this program by salesmen 
selling specialty products for main- 
tenance of public buildings, schools 
and hospitals, he said: 

“We got as good a job from these 
maintenance salesmen as we would 
have got from a market research or- 
ganization. But you have to sell the 
salesman on the objectives and brief 
him on the ‘how.’ And when you 
send him out, you cannot depend 
on his opinion. You have to try 
for objective data.” 

His statements coincided with be- 
liefs expressed at an earlier AMA 
meeting by John S. Hawley, mar- 
keting manager of Shakeproof, Inc., 


Elgin, ill., who outlined his method 
for using salesmen as research field 
men (IM, May, p. 44). 

Field questionnaires used by 
Johnson salesmen, Mr. Herzog said, 
actually proved to be good selling 
. the salesman often followed 
up with a closed sale although 
would steer away 


tools . 


“we naturally 
from designing the questionnaire as 
a sales tool.” 

He said that generally industrial 
salesmen were better equipped than 
consumer salesmen for conducting 
field research. The industrial sales- 
man, he said, is often a technically 
trained graduate engineer . . 
and therefore much 


a man- 
agement man. 
more likely to do an objective, con- 
scientious job. 

He explained that Johnson han- 
dles both consumer and _ industrial 
products and that research is car- 
ried on for both jointly through a 
general marketing division. He said 
that research techniques varied be- 
cause of the specialized nature of 
both product groups.” 

“Consumer and industrial market 
research are not as far apart as 
some people think,“ he said. 


315 contributors pledge 
$82,000 to NIAA institute 


® NEW yorK . . Some 315 industrial 
advertisers, agencies and publishers 
have pledged $82,000 to the NIAA 
Industrial Advertising Research In- 
stitute. 

Contributors have been asked to 
mail ballots nominating trustees for 
the institute. All nominees will ap- 
pear on a final election ballot. Mail 
for the institute should be addressed 
to P. O. Box 320, Radio City Station, 
New York 19. 


A. H. Fensholt gives committee 
control of his ad agency 


® cnicaco.. A. H. Fensholt, found- 
er of the 20-year-old Fensholt Co., 
Chicago agency, has sold his 51% 
of stock to the employes and has 
relinquished control of the agency 
to an executive committee. 

Mr. Fensholt, aged 63, emphasized 
that the act was not one of retire- 
ment. He will continue to serve as 
treasurer of the agency, and he 
plans to be active in serving several 





Y= es Advertising Production Center 


(Welcomes NIAA 


the Largest Advertising Association 


anil urges you to consider the advantages of Chicago’s exceptional advertising produc- 
tion facilities . . . the ideal center for fast shipping, where creative talent in all the arts, 
skilled craftsmen in all the processes, the greatest aggregation of modern equipment avail- 
able, and alert competitive policies, combine to give you the finest, fastest service offered 
by the graphic arts anywhere. 


See advertisement See advertisement 
on page on page 
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Vogue Wright Studios 31 Marquette Paper Corp 33 
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COMMERCIAL FILMS PHOTO ENGRAVERS 


Jahn & Ollier Engraving Co. 
Laurence Inc. 

Revere Photo Engraving Co 
DECALCOMAWNIAS Rogers Engraving Co. 
Washington Photo Engraving Co 


Vogue Wright Studios 


The Meyercord Co. 


PHOTOGRAPHIC STUDIOS 
ELECTROTYPERS 
Standard Studios Inc 
Illinois Electrotype Co. Vogue Wright Studios 


ENVELOPES PHOTOSTATS 


Du-Plex Onvelope Corp. Standard Studios Inc 


EXHIBITS, DISPLAYS PRINTERS 


Capex Prefab Exhibits ; Parmelee Printers 


General Exhibits and Displays, Inc. Runkle-Thompson-Kovats-Inc 
Schoenwald Printing & Lithographing Co. ¢ 
Universal Loose Leaf Mfg. Co. 
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Brodie Advertising Service 
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€ ica ailing ervice, ne. Sales Tools 
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, Inc. 
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Monsen-Chicago 


Schoenwald Printing & Lithographing Co. Runkle-Thompson-Kovats-Inc. 
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America’s First Engraver 
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REVERE PHOTO ENGRAVING CO. 
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Need any of the following Services? 


Mailing Mechanical Addressing 


Multigraphing 
Mimeographing Printing 
Addressing Plate Cutting 


“Leoal ADVERTISING SERVICE 


159 NORTH MICHIGAN AVENUE + RA6-2390 
CHICAGO * ILLINOIS 
Fast and Resourceful Service —Since 1919 — Reasonable. too! 


Radio & TV orders processed 


Complete Mail Campaig 
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(a) TLCWS 
clients. He decided to turn most of 
his duties over to the committee . . 
senior members of the agency aver- 
aging 20 years with Fensholt . . to 
make “a gradual shift in responsi- 
bility while I’m still on my feet.” 

Members of the committee, and 
their new titles, are Frank D. 
Ewing, chairman of the board; N. D 
Buehling, president, and Edna M 
Johnson, vice-president, secretary 
and assistant treasurer. Previously, 
each had been a stockholder and 
had served as an officer and directo: 

According to Mr. Fensholt, the 
turnabout in roles will not drasti- 
cally affect personal relationships, 
since the company operated on a 
committee basis even when he 
owned 51% of the stock. He 
founded the agency which now 
bears his name in 1922, entering 
into partnership in 1929 with R. D. 
Allbright. 

The present corporation was es- 
tablished in 1933. Before entering 
the agency field, Mr. Fensholt had 
been ad manager for Allen-Bradley 
Co., Milwaukee, now a_ Fensholt 
account 

Unaffected by the change are 
John B. Rogers and Willis A. Weld, 


who continue as vice-presidents. 


Sales Hoist .. TV median 


W. A. Wilson named president 
of Eastern T-F Club 

® NEW YorK .. William A. Wilson, 
v.p. of Pit & Quarry, has been 
elected president of the Eastern 





8 typographic helps to make your job easier 


1 Choose from 750 type styles 

No matter how unusual your typographic needs may be— 
you are sure to find exactly the right face and style in 
Monsen’s tremendous selection. ; 


2 Black-on-White Impressions for 

sharper reproduction 
Only perfect faces, cast in new metal, are used...all type 
is squarely locked up with painstaking make-ready...and 
a “kiss” impression with special ink gives you ideal 
reproduction proofs. 


3 Trans-Adhesive* Impressions for faster assembly 
If you have ever made detailed paste-ups for engravings 
or offset, you know what tedious labor is often involved 
Here is an easy way to simplify this chore. 

*Registered Trade Mark 


4 Transparent Impressions for special jobs 

Here is a simple way to convert letterpress halftones to 
offset reproduction. Also ideal for making reverses with 
sharper detail. Useful for art overlays, too. 


5 Typographic counsel and specification 

Turn those worrisome details of typographic markup and 
specification over to your personal “Account Service Man?’ 
This type expert is permanently assigned you—and can 
take a tremendous load off your hands. 


6 Round-the-clock service 

Monsen’s 24-hour day, and unique messenger service, can 
cut hours from your production time. Fast train and air 
mail makes Monsen service highly practical for out-of-town 
buyers, too. 


7 Accurate proofreading protects you 

Monsen makes your proofs right the first time. We guar- 
antee utmost in design, type composition, proofreading, 
and impressions. 


8 Foreign language typographic service 

Our fonts contain all the accented letters needed for 
scores of languages, and experienced personnel provide 
skilled translation and proofreading. Few typographic 
houses are so well equipped to handle your foreign 
language catalogs, instruction sheets, and literature. 


-eeand many other helpful and money-saving services 


MONSEN 


F heeieeenioesteieetesteeiententesieientecbetetastertentetenbete 


[] 750 type styles 


YES! 


i have checked the 


Black-on-White Impressions 

Trans-Adhesive* Impressions 

subjects on which | want Transparent Impressions 

full information Typographic counsel 

at no obligation. Round-the-clock service 

Accurate proofreading 

Foreign language typography 

West of the Rockies, mail to Monsen-Los Angeles, Td 
928 South Figueroa St., Los Angeles 15, Calif. 





—CHICAGO 22 East Illinois St., Phone SUperior 7-1223 


—LOS ANGELES 928 South Figueroa St., Phone Trinity 8754 
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| East of the Rockies, mail to Monsen-Chicago, 
22 East Illinois St., Chicago 11, iil 











Any message 
worth printing... 
is worth 


printing well 


We can help you make an effec- 
tive bid for attention — and, re- 
member, you pay no bonus for 
Schoenwald service. Yes, Schoen- 
wald will deliver your biggest bar- 
gain in quality. Confer with us 
soon; it will prove worth your 


while. 


CHOENWALD 


Printing and Lithographing Co. 


817 W. Washington Bivd. * MOnroe 6-6367 + Chicago 7, Ill. 


gsmeone witha Displagmacter 
i, A Ring Binder that STANDS, SITS or LIES FLAT 


At a flip of the fingers, it becomes a hard-hitting sales tool. 
mast props up at a 3 angle when prospect is stand- 
when prospect is sitting. This better vision means 

tions. Sets up and takes down in a flash; no 

Also 100s of Other Items! 


SEND FOR FREE FOLDER 


CHICAGO 12, ILLINOIS 
Sales Fools, Vue. 1706 W. Washington Blvd. 
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im) TLCOWS 
T-F Club. He succeeds the organi- 
zation’s first president, Granville M. 
Fillmore of Modern Machine Shop. 

Other new officers include Charles 
A. Wardley, Petroleum Publishing 
Co., Ist v.p.; A. M. Morse Jr., v.p. 
Conover-Mast Publications, 2nd 
v.p.; Kenneth S. Kaull, v.p. Putman 
Publishing Co., reelected treasurer; 
and Halsey Darrow, Advertising 
Age and INDUSTRIAL MARKETING, re- 
elected secretary. 

Guests of honor at the luncheon 
honoring the club’s first anniversary 
included Alleyn Beamish, vice- 
president, Woodward & Voss, Al- 
bany, N. Y., and president of Hud- 
son Valley Industrial Advertisers 
Association; Allen T. Wolcott, man- 
ager, media relations, market serv- 
ice division, General Electric Co., 
and president Industrial Advertis- 
ing & Marketing Council; Blaine G. 
Wiley, executive secretary, NIAA; 
and Franklin W. Bartle, advertising 
manager, Star-Kimble motor divi- 
sion, Miehle Printing Press Mfg. Co. 


Industrial admen name Ahrens 


space salesman of the year 


® NEW yorK .. J. F. Ahrens, New 
York representative of Foundry, a 
Penton publication, has been named 
“space salesman of the year” by the 
Industrial Advertisers Association 
of New York. 

The association presented an 
award to Mr. Ahrens at a monthly 
meeting. This is the fifth consecu- 
tive year the award has been pre- 
sented. Former recipients were E. 
F. Coffer, Electrical World; J. S. 
Cawley, Factory Management & 
Maintenance; W. A. Wilson, Pit & 
Quarry; and Karl A. Zollner, Steel. 

Runners up in the voting, which 
is conducted by mail, included Ted 
Alcorn, Engineering & Mining 
Journal & Coal Age; Tom Tread- 
well, Architectural Record; Walter 
Robinson, Machinery; Wilson Howe, 
Magazine of Building; A. E. Foun- 
tain, Materials & Methods; and Jack 
Stephenson, Business Week. 

At the meeting, Edward N. 
Mayer Jr., president of James Gray, 
Inc., outlined seven cardinal princi- 
ples of direct mail advertising: 

“1. Keep your objective simple. 
Don’t try to do too much. The 
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your success 
is our business... 


meeting your 
deadlines without 
sacrificing quality... 


providing your organization 
with efficient service, 
willingly given... 


producing for you 

the finest quality printing 
plates...made by 

skilled craftsmen in 
Chicago's 

most modern plant. 





PARMELEE Telephone 
PRINTERS SUperior 7-2360 


232 E. ERIE ST. ° CHICAGO 11, ILL. 
Commercial and Art Printers 


* COMPLETE PERSONAL 
LETTER PRESS SERVICE 
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(a) NEWS 
main objective of direct mail is to 
help salesmen sell. 

“2. Address correctly and to the 
right list. More direct mail failures 
have been caused by faulty address- 
ing than anything else. 

“3. Write your copy to show what 
your product does for your prospect. 
People buy to get a new benefit or 
to protect an old one. They are 
interested in what you can do for 
them, not what you think of your- 
self 

“4. Make the layout and format 
of your direct mail piece fit what 
you are doing . . appropriately. 

“5. Make it easy for a prospect to 
send the inquiry or order that you 
want. The less a prospect has to do 
the better. 

“6. Keep telling your story. Don't 
start and stop. Keep at it. 

“7. Test your mailings and keep 
records of your returns. 


RAILWAY AGE 


53 extra ideas 
in Railway Age 
this issue! 


TIMKEN ' 


TAPERED ROLLED BEARINGS 


Plug . . Thi: 


Timken Roller | 


Industrial ad growth second 
only to TV, Hubbard tells NIAA 


® cINCINNATI . . Industrial adver- 
tising in business publications has 
increased faster percentagewise 
than any other kind of advertising 
except television in the past ten 





Specialists in the preparation of technical manuals 


for Government contract work! 


apy eee 
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Technical manuals, booklets, brochures, instruction folders and other printed 
matter in connection with Government contract work—these are all very highly 
specialized in form and content. Vogue Wright has a complete staff of technical 
writers and engineering draftsmen who are particularly qualified for any kind of 
assignment in this field. Let our salesman call on you and show you examples 


of our work and discuss your problem with you. 


N. 1. A. A. Members: Won't you give us ag pleasure of showing you through 
our studios while you are attending the N. I. A, A. Convention in Chicago? 


Whight Hudics- 


Div. OF ELECTROGRAPHIC corp. 


469 E. OHIO ST. * CHICAGO 11 * 225 FOURTH AVE.* NEW YORK 3 
PHONE MO 4-5600 PHONE AL 4-3400 
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Specialized Addressing 
and Mailing Service 
to the Medical, Dental 
Drug and Allied 
Professional Fields. 


MEDICAL MAILING 
SERVICE, INC. 


2611 SO. INDIANA AVENUE 
CHICAGO 16, ILLINOIS 


@ News 


years, Philip H. Hubbard, president, 
Reinhold Publication Corp., New 
York, told admen at the fourth an- 
nual Ohio Valley Industrial Adver- 
tising Conference. 

Declaring that business publica- 
tions have contributed more to the 
industrial advancement of the U. S. 
than any other single force, he said: 
“The know-how of our technicians 
is responsible for the growth and 
expansion of our industries and for 
our industrial might today. This 
know-how of our technicians is a 
direct result of our great business 
press.” 

John W. Humphrey, president of 
the Philip Carey Manufacturing Co., 
Cincinnati, said that admen should 
be crusaders for private enterprise. 
Speaking on the subject, “Adver- 
tising’s Stake in the American 
System,” Mr. Humphrey asserted, 
“Your main stake is your job, your 
present means of earning a living. 
The American system, being very 
highly competitive, calls for pro- 
motional effort.” 

W. R. Northlich, partner, Farson, 
Huff & Northlich, Cincinnati, told 
the gathering: “An offer of security 
is a dangerous offer. For the only 
security that any man or woman 
can ever achieve, or has ever been 
able to achieve in the history of the 
whole world, regardless of the coun- 
try in which he lives, is limited to 
his or her ability to carve out a 
place whereby changing economic 
conditions cannot violently affect 


his job.” 


Be better business men, 
Smith urges industrial admen 


®@ NEWARK . . Less cute ideas, more 
basic business ideas were urged for 
admen by J. Stanford Smith, ad- 
vertising manager, apparatus div., 
General Electric Co., at a meeting 
of the Industrial Marketers of New 
Jersey. The panel of speakers also 
included William D. Cunningham, 
Fuller & Smith & Ross; Edward J. 
Pechin, E. I. du Pont de Nemours 
& Co.; and Louis Perrottet of Elec- 
trical Manufacturing. 

Mr. Smith emphasized the need 
of industrial advertising managers 
to broaden their points of view. “Be 
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One Ad-Man 
Tells Another... 


“Just 
ask 
lor : 

Marie 


That's right — for quick pick-up, 
fast, accurate work, and prompt 
delivery just ‘phone WAhbash 2- 
8655 and ask for Marie Maize, for 
any job large or small involving 
any of the following services: 

* Multigraph 

* Mimeograph 

* Addressograph 

* Planograph 

* Addressing 

* and Mailing 
We employ only experienced per- 
sonnel, and are set up to give you 
fast, accurate service. Prices always 
in line . . 


Just ask 


any of the following valued ac- 
counts which it is our privilege to 
serve: 
Advertising Age 
Barrett Div. 

Benson & Rixon 
Continental Scale Corp. 
Coleman Floor Co. 
Educational Music Bureau 
Florists Review 
Goldman Sachs Co. 
Hospital Management 
Hotel Monthly 
Industrial) Marketing 
Ingersoll Products Div. 
Inland Rubber Co. 
Pennsylvania Rubber Co. 
Popular Mechanics 
Ryerson Steel 
Science Digest 





SPECIAL SERVICE FOR OUT-OF- 
TOWN CUSTOMERS 
We can give you fast service on all 
your duplicating, addressing, and 
mailing requirements If you don’t 
want a Chicago postmark, we can 
— | to you for metering, or stamp 
and ship direct to your local post 
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Now im our 24th successful year 
(Cut out and slip under glass on 
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a part of ranagement,” he advised. 
“Know your company’s policies, 
markets and problems. Be a better 
businessman and you'll do a better 
advertising job.” 

Mr. Cunningham urged NIAA 
members to do more to promote 
educational courses in industrial 
advertising at both high school and 
college levels. The college coopera- 
tion committee, by overcoming the 
lack of specific training in industrial 
advertising, can win more favorable 
recognition in business for advertis- 
ing men, he said. 

Mr. Parrottet told ad managers 
to “find out what is going on in the 
minds of other people in your com- 
pany. Use advertising space sales- 
men to help you spot trends. Get 
acquainted with the markets you 
serve and the minds of your cus- 
tomers and competitors.” 

Mr. Pechin asserted that unless 
an advertising manager is familiar 
with sales policies, prices and mar- 
kets he is operating at a disadvan- 
tage both to himself and his com- 
pany. There should be no line of 
demarcation between advertising 
and sales, he said. 
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Elect Carl Coash president 
of Chicago Dotted Line Club 


® CHICAGO Carl Coash of Mc- 
Graw-Hill Publishing Co. has been 
elected president of the Chicago 
Dotted Line Club, organization of 
business publication space sales- 
men 

Other officers elected are E. S. 
Klappenbach of Oil & Gas Journal, 
Ist v.p.; C. R. McClain of Haire 
Publishing Co., 2nd v.p.; and Ray- 
mond T. Risley of Clissold Publish- 


ing Co., secretary-treasurer. 


54 business papers adopt 


standard publishers’ form 


® NEw york .. Fifty-four business 
papers have adopted the standard 
publishers’ form for acknowledging 
space contracts. A_ considerable 
time and cost saver, the form was 
developed recently by Associated 
Business Publications in coopera- 
tion with the American Association 
of Advertising Agencies. 

The sample forms are available 
to business publications upon re- 
quest from ABP, 205 E. 42nd St., 
New York 17. They cover new and 
renewed orders, revised orders and 


cancellations. 


Advertiser Changes 
Orville E. Isenburg . . former field sales 


manager of plastics materials di n, has 


been sales man- 


ager 


W. E. Henges . . 
has been elected president 


tric Co., New York 


Safety Socket Screw Co... 
appointed the Paul J. Steffen C 
agency, to handle its account 
Arthur J. Buckley . . formerly with the 
Harnischfeger Corp., Milwaukee, has been 
appointed assistant sales manager, Pang 
born Corp., Hagerstown, Md 

Horace J. Lilleston . . former vice-president 
in charge of marketing, Pabco Products, 
San Francisco, has joined Sloane-Blabon 
Corp., division of Alexander Smith, Inc., 
Yonkers, N. Y. president-in charge 


of sales. 
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“Everybody is telling us how easy it is to 
select the right seat cover with Perrygraf 
Slide-Charts,” reports Mr. R. D. Pease, Vice 
President and General Manager of the S. E. 
Hyman Co. 

This simple, easy-to-understand presenta- 
tion of product facts is responsible for 
making more sales. A product that is made 
easy to buy is half sold. 

Perrygraf Slide-Charts are practical sales 


tools. They provide information quickly 
essential facts appear and unrelated data is 
screened out. They are easy to operate... 
just pull a tab or turn a disc. 

Perrygraf Slide-Charts have proved a 
profitable sales aid to many companies .. . 
why not apply them to your business? 
Write, explaining what you would like a 
slide-chart to do and we will advise how it 
can be made and what it will cost 


WRITE FOR THIS BOOKLET 


Hundreds of applications are illustrated 


Designers and Manufacturers 


PERRYGRAF CORP., 1506 Madison, Maywood, Illinois 
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() NEWS 


Calumet & Hecla Consolidated Copper Co. 


has reorganized its advertising 


Dennis E. Harvey . . former 
gridit PROBLEG i n ners er, h * be 


. 
4N soiye your ** 


Harold F. Holtz . . formerly 


marketing manaGer for 


FIRM: View-lex, Inc 
PRODUCT: Lite-O-Starc 
PROBLEM: To eliminate breakage 


caused by molding instructions in- 
to plastic shell of Lite-O-Stat, yet 
retain legibility, neat appearance at 
low cost bad 
SOLUTION: Meyercord nameplate 
Decals eliminated a// breakage 
saved 48% loss of plastic shells 
provided more legible instructions 
and neater appearance at the lowest 
possible cost 


Stuart H. Smith . . 
manager, SKF 


Charles F. Keyser . . wh 


Shakeproof, Inc., Chic 


Write today for 
complete Meyercord 
nameplate manual! 


Send Us YOUR Nameplate Problem Address Dept. 5-6 


THE MEYERCORD CO., CHICAGO 44, ILLINOIS 


Ross Roy, Inc. . . Detroit 
ffice in Dallas 
will be in charg 


Douglas J. Turner . . « 


iner Advertising § 





Tet |G 
SAVING Texsteam Corp. . . H 


Heating 


juirement ich as CATALOGS, 
— BOOKLETS, FOLDERS, LETTER- 
“HEADS, OFFICE FORMS, RULED 
and PRINTED FORMS, ETC. Jur 
Work nsistently high >| 
lellverea on deadline and £ 


quotat 


Arthur F. Dries . . former 
manager, Service 


s been apr 


UNIVERSAL 


LOOSE LEAF MFG. CO., 161 W. Harrison St., Chic 
Call HArrison 7 1811 




















Mutual Understanding Builds 
Lasting Kelationships 


"I stick with my suppliers,” said a prominent 


production manager the other day. "It sure 
pays off—particularly on those ‘impossible’ 
jobs! | know just what they can do—can al- 
ways depend on their doing it, and | get a lot 
of tough jobs done faster, the way | want 'em, 
and more economically!” . . . You'll find a great 
many like this on ROGERS’ books who've been 


there for upwards of twenty five years. 


& Ree 22°79 & oS oo @ Ff A SF 
Master Craftsmen of Photo-Engraving 


Members of the 
CHICAGO PHOTO-ERGRAVERS ASSOCIATION 
2001 CALUMET AVENUE e¢ CAlumet 5-4137 * CHICAGO 16 
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Arrive Together In 


Du-Plea 


The ORIGINAL 2-Compartment Envelope 





DU-PLEX ONVELOPE CORP. Mail This 
3026 Franklin Blvd. + Chicago 12, Ill. OE | 


WITHOUT COST OR OBLIGATION please send samples and prices 


of the Improved Du-Pler Envelope that has the new Safety Signal 


Flap which guards against Ist-class letters being overlooked. 


Size of our catalog is_— eee | 
With Window Without Window Clasp String & Button 


FIRM NAME. 
ADDRESS... . 


INDIVIDUAL'S NAME 


+ 


ELECTROTYPE COMPANY 


517 SOUTH JEFFERSON ST,, CHICAGO 7 ILL 








Catalog 
Products 
Location 
STUDIOS Inc. Copies 
WHitehall 4-5355 Enlargements 
Murals 


PHOTOGRAPHY °* PHOTOSTATS Color 
540 N. Michigan Av : nie” Photography 





@) news 


A. R. Kilgore . . former advertising 


n manager 


ard Steel Wor 


Hamilton 
Agency Changes 


Michael E. McCauley 


appointed typographer . . 


Schram Co... has moved t 
BOF ' ‘hicag 


John Falkner Arndt & Co... has 
60 N. 15th St., Philadelphia 


Herbert Baker Advertising . . has moved 


Michigan Ave 


O. S. Tyson & Co. . . New York agency 


has been appointed to handle advertisina 


f Fischer & Porter Co., Hatbor 


t indicating and rec rding pr 


instruments 


Bill Bonsib Advertising Agency . . Denver 


nandle trade publica 


Burlingame-Grossman Advertising . . 


een named t 


W. L. Towne Advertising . . New Yor 


Biddle Advertising Co. . . B! 
] igency, has been ay 
1dvertising 

naKker 

Andrews Agency .. Mi 


lirect ad 


Welsh-Hollander . . Los Angeles 


John Sasso . . former « 





Sensitive Hands 


From the sensitive hands of the master craftsman 
are fashioned only those pieces in which he 

takes inordinate pride. We believe in this creed of 
our photoengraving perfectionists and 

we know that in every line etching, in every set of 
process plates, there is a degree of quality 

that can be achieved only by men 


who let their hands do what their hearts desire. 


CENTRIFUGAL PUMP 
PERFORMaNre 


Feminine Touch . . First women dis 
tor representatives to attend a sales 


training class of F. E. Myers & Brothers 


Co., Ashland, O., maker of water systems, ) | . 
pumps and farm equipment, were Mrs. wy an / | Vl 
Mary Dutton (left) and Miss Jackie Currie 

' : 


of Virginia Supply & Well Co., Atlanta 

Ga. They were among 45 distributor rey Quality Photoengraving 
resentatives attending a four-day course t 
study equipment and sales methods 


547 South Clark, Chicago 5 » WAbash 2-6284 
Media Changes 


Albert Arnst . . former Portland area pul 
licity director, Weyerhauser Timber Co., 
has been appointed editor of '’The Timber 


man,” Portland, Ore. 


Robert H. Morris . . has retired as put 
lisher of Simmons-Boardman Corp., Chi 
cago, publishers of “American Builder.” 
He will continue his connection with the 
magazine as a consultant. His successor 
is James G. Lyne, president of the com 


pany. 


Clyde M. Barnes . . formerly director of 
the Air Conditioning School of the Indus- 
trial Training Institute, Chicago, has been 
appointed editor of ‘American Artisan 


Chicug¢ 





George M. Milhoan . . formerly with Gen 


eneral Motors Acceptance Corp. has been 4 ARE you BUILDING A 


appointed assistant district manager of 


Materials & Methods,” published by Rein BUSINESS PAPER SCHEDULE? 


hold Publishing Corp., New York. 





J. F. Koellisch . . former merchandising 
manager, Industrial Publications, Chicago, 
has joined Vance Publishing Co., Chicag« 
as director of research and promotion. ‘seis ‘ , F Pres, 


Bramson Publishing Co. . . publisher of ANNUAL MARKET DATA 


Production Engineering & Management,” 


has moved its offices to Birmingham, Mich. & DIRECTORY NUMBER . 
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AT) HY 
Keeping you in hot water 


calls for 198 


materials engineering 


decisions at 


At Rheem, world’s largest manufacturer of automatic storage water 
heaters, this new 1952 unit was put into production only after mate- 


rials engineering decisions dictated the use of: 


Irons and steels 

Nonferrous metals 

Nonmetallic materials 

Parts and forms 

Fastening operations 

Finishing and cleaning operations 


Materials & Methods is published exclusively for over 20,000 materials 
men —all paid subscribers — who specify materials and materials- 


processing methods in the hard goods manufacturing industries. 


Concentrate Your Advertising 
Where Materials Men 
Concentrate Their Attention... 


A REINHOLD PUBLICATION 
330 West 42nd St., New York 36, N. Y. 


Cleveland * Chicago * Dallas * Los Angeles 
San Francisco ¢ Seattle 


PPE IE LE, EN 





1,700 industrial ad men 


@ MORE THAN 1,700 industrial ad- 
vertising men from throughout the 
nation are expected to attend the 
30th annual conference of the Na- 
tional Industrial Advertisers Asso- 
ciation opening June 29 at the Pal- 
mer House in Chicago. 

Panel discussions and addresses 
by authorities in the field will cover 
problems of improved distribution, 
merchandising, market research, 
client-agency-media relations, mo- 
tion pictures, visual aids and a va- 
riety of other phases of today’s in- 
dustrial marketing. 

Keynote speaker will be James 
L. Singleton, executive vice-presi- 
dent, Allis-Chalmers Mfg. Co., Mil- 
waukee, who will discuss how in- 
dustry can meet post-mobilization 
problems through improved re- 
search and marketing. 

The conference marks the 30th 
anniversary of the association. An 
historical review of the growth of 
NIAA begins on the following page. 
The review reflects the increasing 
importance of industrial advertis- 
ing . . and its promise for the future. 

The complete program for the 
three-day conference will be as fol- 


lows: 


Monday a.m., June 30 


9:30 Annual meeting 

10:45 Toppers awards 

11:30 Chapter membership award 
11:45 Traffic Service awards 


Monday luncheon, 12:30 p.m. 


1:20 Putman awards 

1:45 Keynote address by James L. 
Singleton, executive vice-president, 
Allis-Chalmers Co., Milwaukee, on 
how industry can meet post-mobil- 
ization problems through improved 


research and marketing. 


Monday p.m. 
(general session) 


2:30 Discussion of 
lems of marketing. 
2:40 H. D. Bissell, 
merchandising, Minneapolis-Honey- 
well Co., Minneapolis, “Merchandis- 
ing Advertising to Sales Organiza- 
tions.” 

3:15 George Stineback, manager, 
Polyken Division, Bauer & Black, 
Chicago, “Development of New Dis- 
tribution and Sales Promotion Pol- 


broad prob- 


director of 


icies.” 

3:45 Cary H. Stevenson, 
president, Lindberg Engineering Co., 
Chicago, “Development of New 
Products and New Markets.” 

4:15 John S. Hawley, marketing 
manager, Shakeproof, Inc., Chicago, 
“Introducing and Promoting New 
Products.” 

5:30 Publishers’ 
cocktail party. 


vice- 


reception and 


Tuesday a.m., July 1 
(general session) 


9:30 Presentation of Industrial 
Advertising Research Institute, 
Bennett S. Chapple, assistant vice- 
president, U. S. Steel, Pittsburgh. 
10:00 Panel presentation of NIAA 
research committee survey, R. C. 
Sickler, E. I. du Pont de Nemours & 
Co., Wilmington, Del. 

10:50 Panel presentation by St. 
Louis chapter on publication read- 
ership research techniques. 


Tuesday luncheon, 12:30 p.m. 


1:30 McGraw-Hill awards 

1:45 Address by Fairfax Cone, 
president of Foote, Cone & Belding, 
retiring chairman Advertising Coun- 


continued on page | 





Industrial Marketing 


A statement by the president 


By John F. Apsey, Jr. 














——— J he Members of the N.LLA.A 


FIRST CONFERENCE We Also Have a Platform 


Industrial Advertising 


MILWAUKEE: June 11 to 15 


By Mark Reinsberg 





Sponsored by Buyers of Advertising 
5 - ® WHEN the National Industrial Ad- 
vertisers Association was organized 








Send for Complete Program 
in 1922, industrial advertising was 
not only undeveloped . . it was on 
the defensive. The principle of mass 
selling had been attached to the 
principle of mass production solely 
in a consumer sense. Some money 


was being spent by industry to 











Birth . . 








reach industry, but such programs 
N. L. A. A. BUDGET SURVEY were for the most part unplanned 
graphic picture of business “come back and intermittent. 
Early champions of industrial ad- 
si mers hws ant many et men maybe vertising were as much concerned 
sitet with gaining recognition for the field 
. . as they were with improving its 
primitive standards. The original 
statement of purpose of the NIAA 
expresses the members’ wish to 
“make industrial corporations real- 
ize the value of advertising.” 
There were other goals, such as 
“clean and efficient advertising,” 
and developing “mutual points of 





contact” among industrial firms. 
But during the formative years of 
1922-27, no objective was more im- 
portant to NIAA than that of ob- 
taining recognized status for the 
1933 profession of industrial advertising 
itself. 

By 1927, five local chapters (St. 
Louis, Cleveland, Cincinnati, Pitts- 
burgh, Philadelphia) had been 
added to the original three (New 
York, Chicago, Milwaukee). Lead- 
ers asserted that NIAA was already 
responsible for “long strides towards 
marketing efficiency,’ spoke of 























“consolidated gains” for industrial 
advertising, and ceased to be con- 
cerned so much about acceptance. 


Boom .. As both industrial and 
oer meLaTes 10 10 consumer sales soared, the late ’20s 

poet in marked the emergence of organized 
research in the field and widespread 


ul iN) sTRitl we 


we east o8 


RTISERS ass ATO == — cae 
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interest in scientific approaches to 
industrial advertising. A list of ac- 
tivities drawn up for 1928 by a new- 
Postwar .. 1945 ly elected board of officers included 





its 30th anniversary . . highlights in review 


marketing case studies, quantitative 
and qualitative analysis of business 
publications, and gathering of bud- 
Another 
aim of the organization was cooper- 
ation with the Department of Com- 
merce (Herbert Hoover was then 
its head) in starting a distribution 


get data from members. 


census of industrial products. 

Before the end of 1928, the mem- 
bership had voted its support of a 
full-time NIAA headquarters. The 
office was established in Chicago. 
In November, 1929, the first issue 
of the mimeographed NIAA “News 
Bulletin” was published. 


Bust .. The depression depths 
found NIAA grappling with the 
most important problem then be- 
fore industry: increasing sales. Its 
1931 statement reflected the des- 
perate need of the times . . “NIAA 
is an organization existing solely 
for the purpose of aiding its mem- 
bers in locating and analyzing in- 
dustrial markets.” As a depression 
measure in 1931, the St. Louis and 
Philadelphia chapters removed dis- 
tinctions between active and asso- 
ciate membership. By 1932, only 
seven chapters met regularly, Pitts- 
burgh having temporarily dropped 
out; at the 1932 convention, silver 
trophies and other prizes formerly 
contributed by advertisers and pub- 
lishers, had to be eliminated in favor 
of certificates signed by the NIAA. 
Yet one healthy sign was the pub- 
lication of a 24-page booklet de- 
scribing the association, as part of 
a determined program to expand 
membership. 


Recovery .. The business come- 
back experienced by the nation in 
1937 was mirrored in the NIAA’s 
rapid growth to approximately 1,000 
members. More chapters were 
added. The total reached 15, in- 
cluding Dayton, New Jersey, Boston, 
Youngstown, Detroit, Toronto and 
Indianapolis. A contest for a new 


NIAA seal was held; the winning 
design is the seal used today 

As 1938 began, nine prospective 
new chapters were counted through- 
out the country. Also as the year 
began, the NIAA “publishers’ state- 
ment” forms, result of four years of 
study, were drawn up and made 
available. A resolution to do more 
specific research into markets was 














Now .. NIAA’s “Wa! 
jrive of past two years sold 
n industrial adverti 


semi-war,. 


apparent in speeches and actual 
projects. This was the era which 
gave the organization not only its 
official seal, but its decisive stamp 
of character. 


War .. Since late 1939, the NIAA 
had been steadily approaching the 
concept of a total war economy. 
Immediately after Pearl Harbor, the 
association sent President Roosevelt 
a letter pledging its all-out assist- 
ance. The NIAA held an emer- 
gency war conference in Atlantic 
City in 1942. Advertising 
awards at this meeting reflected 
both its mood and agenda, which 
was divided into three parts: (1) 
industrial advertising for war pro- 
duction drives and other govern- 


June, 


ment agency 
(2) industrial advertising for to- 
day’s war effort and (3) industrial 
planning. 


assistance programs, 


advertising for postwar 
Admen discussed research to pro- 
vide effective copy themes for war- 
time advertising in general 

The conference marked NIAA’s 
20th anniversary. Membership ex-~ 
ceeded 2,000. True to the prophecy 
of 1938, ten more local chapters had 
been added, bringing the total to 
25 affiliates. However, further ex- 
pansion was virtually halted during 
. similar to during 
. as the NIAA per- 
formed its appreciable role in war 
build- 


the war years . 
the depression . 
production drives, morale 
ing, combating of absenteeism, pro- 
motion of purchase of war bonds, 


conservation and salvage programs. 


Postwar .. The reconversion peri- 
od, completed by 1947, marked an 
increase in NIAA individual mem- 
(Two 
new chapters had been added dur- 
ing the war.) 
ters joined in launching a college 
In 1946, the 
first release of the new Library of 
Industrial Marketing was mailed to 
members. In 1947, both the Mc- 
Graw-Hill award to foster NIAA 


chapter activity, and the Putman 


bership of 50% in five years 
Many of the chap- 


development program 


award for documenting results of 
industrial advertising, were estab- 
lished. The following year, NIAA 
headquarters moved to New York. 
Today, the NIAA has 33 chapters 
and more than 3,700 members. 
Realization of NIAA’s $75,000 in- 
dustrial foundation, and 
the carrying into effect of its $65,- 
000 Wall Street Journal campaign 
to sell top management on the value 


research 


of industrial advertising, are activ- 
ities perhaps too recent to need 
mention, but they show . . against 
how the 
organization has remained true to 
its earliest objectives. 


a 30 years’ perspective . 
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Quick sales to small buyers 


build volume for equipment distributor 


By George D. Johnson 





ANSUL Dry Chemical 
FIRE EXTINGUISHERS 


SOUTHEASTERN 
FIRE EXTINGUISHER SALES, Inc, 


ATLANTA GEORGIA 


ANSUL 


1010 CRESCENT AVE NE 


| G CHRISTOPHER CO 416 E Bey Street soc 
6H REYNOLDS. 1515 Geckinghom Ra. wint 
fH BRANHAM F © Bex 70) Cocos Fi 











Regional. . | 
ee 


Southeastern was irked by its Florida 
salesman when he spent two weeks cover- 
ing an area where no big industry existed 

- and no potential big buyers of fire pro- 
tection equipment. Then, on checking sales 
figures, headquarters got a shock to learn 
that this man, who concentrated on small 
buyers, was outselling a good salesman in 
the more heavily industrial North Carolina. 
Now the company’s whole policy is 
changed. 





® HOW DOES a distributor of an in- 
dustrial product make a success of 
selling to what is generally con- 
sidered a non-industrial area? 
The answer, our company has 
learned, is to forget about the big 
customer and concentrate on the 


44 /i dustrial Marketing 





NDOORS ow» OUTDOORS 


your BEST protection 


FOR FLAMMABLE LIQUID. GA 


oe DRY CHEMICAL 
FIRE EXTINGUISHING 
EQUIPMENT 


% ANSUL 
CHEMICAL COMPANY 





HEADLINES 
AND 


DREADLINES 














' 


x 


Spencerville } 





NORE Snes 
National . . 


small fellow who buys only one or 
two extinguishers at a time. 

By steadily pecking away at the 
one-at-a-time customer in the rural 
areas, we have achieved a quantity 
of orders that now exceeds the dol- 
lar sales volume achieved in the 
more heavily populated industrial 
areas 

We are the distributor for Ansul 
dry chemical fire extinguishers 
throughout the six southeastern 
states of Virginia, North Carolina, 
South Carolina, Florida 
and Alabama. It is our largest sell- 


Georgia, 


ing item, although to round out a 
complete service to our customers, 
we also sell a number of other plant 
protection items that tie in with 


Educational . . Direct selling messages 


ustriputor mali 


campaign ire 


each other. Thus it is comparative- 
ly simple for our field men to cover 
lines with the purchasing 
agent without the conversation 
drifting away from ‘plant protection’ 


their 


at any time. 

Ansul supplies us with reprints of 
its ads in business publications 
which we in turn mail to prospects. 
We do no national advertising our- 
selves, but we place ads in phone 
directories and regional business 
publications such as Florida Fire- 
man and Southeastern Railway Di- 
esel Club, and we blanket our terri- 
tory with direct mail. 

Compared with much of the rest 
of the country, large portions of our 


territory are almost devoid of large 





or even medium-sized industry. As 
a result, a couple of our more enter- 
prising salesmen in Florida and 
South Carolina discovered that if 
they wanted to make a living, they 
had to start selling the “one extin- 
guisher” prospect. Soon they dis- 
covered they were making an ex- 
cellent living by that method. 
Previously, we in the office had 
spent our time working up data on 
who's who in the big companies, so 
as to help our field men get to the 
right man. We completely over- 
looked the fact that if the men had 
actually followed our schedules, 
70°. of their time would be used up 


worked up some statistics on com- 
parative Florida 
those of one of our more industrial- 
ized states, North Carolina, and got 
the shock of our lives to find that 
the Florida man was outselling the 
North Carolina man in dollar vol- 
ume. Nearly all of it was from sell- 
ing that little man whose fire ex- 


sales for against 


tinguisher requirements were one- 
at-a-time. 

Out of that sales meeting came a 
lot of things, including a plan of 
action. 

We spotted and cataloged all the 
large industry prospects in the six 


states. Then we charted the “un- 


HOW TO GET OUT OF A BURNING BUILDING 


Always be prepared 
for fire. When entering 
buildings, choose your 
nearest exit and alter- 
nate poth of escape 
Locked or obstructed 
exits or fire hazards 
should be reported 


lt is always danger- 
ovs to remain in a 
burning building. Fires 
often spread rapidly 
and cut off escape and 
ore likely to generate 


poisonous gases. 





i by fire prevention brochures supplied by Fire Pr 


fire safety 


in useless driving from one big 
plant to the next. 

With our minds geared to hitting 
the larger plants only, we (man- 
nearly hit the ceiling 
when we discovered our Florida 
salesman had spent nearly two 
weeks covering northwest Florida, 
between Pensacola and Tallahassee 

. a section that is hardly the most 
industrial area in our territory. So 
we called a sales meeting for the 
following week-end, primarily to 
raise a little devil with our men for 
wasting time and company car ex- 
pense in what we considered un- 


agement) 


productive territory. 


Small Buyers Buy More . . We 





Brochures like these 


If forced to remain in Bt 
@ smoke-filled byild- 
ing, remémber that the 

air is usually better — 
near the floor. If you 
must make a dash 
through smoke or 
flame, hold your 
breath 


A temporary refuge 
may be secured be- 
hind any door. Even 
@ thin, wooden door 
will temporarily step 
smoke and hot gases 
and may not burn 
through for several 


minutes. 





Protection Institute an 


accompany Southeastern mailing 


productive” areas in between, dis- 
covering new prospects in some of 
the darndest places. From. that 
meeting also came three very im- 
portant conclusions about how to 
sell the small customer: 


1. A sold customer today is worth 
a whole list of prospects tomorrow. 


2. Make all your approach shots 
‘dead to the pin.’ 


3. Be prepared to deliver on the 
spot. 


Let’s analyze these points. Our 
men work on a straight commission 
basis. They have learned that on 


these small sales it is absolutely 


necessary to get your prospect in- 
terested in your product (even to 
the point of giving an actual fire 
demonstration if needed) and to 
close the sale during that first visit. 

You can’t afford to do just part of 
the job on the first call and then 
keep coming back. Your salesman 
must use all his professional skill to 
get the order right then and there. 

“Make your approach shots dead 
to the pin” is a good rule in golf. 
It's equally important in selling the 
small customer. Never mind the 
long preamble about how old your 
company is, how long you've been 
with them, or some such approach 
You must talk to him in terms of 
his interests, his plant protection, 
and his profits . . things he likes to 


hear. 


Don't Side-Track . . Never mind 
what Phil Rizzuto did in the eighth 
inning yesterday, or that off-color 
story that went over so well with 
the master mechanic in the textile 
mill last week. Nine times out of 
ten, with the small customer, you're 
talking to the owner of the estab- 
lishment, not an employe. Here is 
the fellow who can decide to buy . . 
and quickly, if you have struck a 
responsive chord which will out- 
weigh his natural dislike for spend- 
ing money. 

Be prepared to deliver on the 
spot. Since our sales meeting re- 
ferred to above, we have sold hun- 
dreds of Ansul extinguishers to the 
small customer by being able to say, 
“T have one right with me in my car 
that I can leave with you. You save 
the express charges that way, and 
you get your fire protection right 
now.” 

Our salesmen carry a half-dozen 
of these small dry chemical extin- 
guishers with them, to be used only 
for that important little individual 
who buys ‘em one at a time. 

The customer who wants and or- 
ders two or more, expects shipment 
at a later date. But the little fellow 
who at first was hard to convince 
that he needed any extinguisher at 
all, now becomes the impatient cash 
buyer. About 50°% of the time he 
needs the equipment right away, 
frequently as a result of trouble 
with insurance or fire marshalls. He 
sees no excuse for having to wait for 


continued on page 114 
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Parker Daugherty Marsteller 


When Defense Orders Slacken . . the U. S. will 
have a tremendous industrial plant capacity. What will 
we do with it? Can civilian economy keep it busy? 
To help find out what the prospects are, Industrial Mar- 
keting invited a group of leading market research special- 
ists in the heavily industrial Pittsburgh area to discuss 
these questions over lunch. What they said is reported 


S. A. Fuller Kemp Fuller Skinner 


The specialists included Dr. Arend E. Boer, chairman 
of the Department of Commerce, University of Pittsburgh; 
A. C. Daugherty, manager of market research, Rockwell 
Mig. Co.; Kemp Fuller, busi c tant; S 1 A. 
Fuller, manager, market research department, Jones & 
Laughlin Steel Corp.; William R. Parker, research di- 
rector, Ketchum, MacLeod & Grove: C. E. Skinner, man- 





below. 
to be reported by Mr. Marsteller. 





This is the third in a series of such discussions 


A. Marsteller. 


ager of commercial research, Gulf Oil Corp.; and William 








What will happen to expanded plant capacity? 


By William A. Marsteller 


® IF THE NATION'S expanded indus- 
trial plant capacity is to be kept 
fully occupied when defense orders 


are cut back, industry will need 
1. Much more aggressive selling 


2. Better 


logical development 


incentives for techno- 


3. An overhauling of corporate 


tax laws 


And of the three, the most im- 
portant is good competitive selling 
That's as close to a summary as 
you can come when you put six of 
the best market 


men in Pittsburgh together at an 


known research 
informal lunch to talk about what's 
going to happen to our greatly ex- 
industrial plant 


panded capacity 


when defense orders are cut back 


talked, off the cuff and 
they 


As they 
with the understanding that 
wouldn't be quoted directly. you got 
the impression that while they dif- 
fered in particulars, they agreed 
that there is reason for what is often 


called 
Yet they had a low regard for the 


“cautious optimism.” 


general level of salesmanship today 
and think that 
sure of the long 


before we can be 
range high level 
use of our plant capacity we'll have 
to re-learn competitive selling 
“There is only one way to keep 
on a climbing curve,” said one, “and 
that is to have salesmen and sales 
managers who are constantly ask- 
ing, ‘Where are new applications for 


my product?’ ” 


Dealer Selling Poor .. In both 
industrial and consumer products, 
salesmanship at the dealer level is 


very poor, the market research men 
They pointed out, too, that 
industrial sales depend first 
They sug- 
gested that we need a revival of 


believe. 
most 
upon consumer sales. 


door-to-door selling, of telephone 
bird-dogging, of outside salesmen of 
retail establishments, if we are go- 
ing to keep an adequate demand for 
machinery, 
ponent parts and industrial services. 

“In peace time,” said one of the 
panel, “plant expansion is almost 
always dependent upon competition 
for a market. When we stop plant 
building by government edict, it can 
continue only because manufactur- 
ers are compelled to modernize and 


basic materials, com- 


to deliver in order to meet competi- 
tion.” 

Several of the panel referred to 
a new report of the National Indus- 


trial Conference Board, “Growth 





Patterns in Industry,” which em- 
phasizes their point that the indus- 
tries which have kept an ascending 
business curve are those that have 
kept right on selling through bust 
and boom. 

Coming as they do, from Pitts- 
burgh, the six men were especially 
conscious of plant capacity in terms 
of the steel industry. One pointed 
out that when the steel industry 
operates at more than 85% of ca- 
pacity, the additional production is 
obtained at a higher cost. 


Some Capacity Outmoded . . 
Many other industries are in some- 
what similar shape . . that is, part of 
the capacity now in use is outmoded 
or nearly worn out. Government 
economists, several of them think, 
confuse the picture by including in- 
efficient units and plants ready for 
replacement in their appraisals of 
capacity. 

No group of corporation presi- 
dents could be more concerned 
about the matter of business incen- 
tives than the men on this panel. 
Incentives, which of course are also 
tied to taxes, must be present if 
there is to be pioneering for new 
markets, they contend. 

“Basic industries can be kept go- 
ing full blast only if someone is 
searching out new markets and new 
applications,’ one of them said. 
“Throughout history, it has been the 
big companies who did the big prod- 
uct research, but it is the little, flex- 
ible companies who put that re- 
search into commercial use by ‘idea’ 
products and by merchandising. 
These small companies are often the 
creation of one or two ambitious 
men who see a new use or a new 
market, and incidentally, an oppor- 
tunity to build a profitable personal 
business. Today’s taxes are a check 
rein on situations like that.” 

Cradle-to-grave security programs 
were mentioned by another as be- 
ing contra-incentive. The security 
programs of big companies slow 
down small business starts, he felt. 
At the same time he pointed out that 
cradle-to-the-grave security pro- 
grams did offer a short range benefit 
to business by giving more income 
to more people temporarily. 


Industrial Luxuries . . One of the 
panel members is much concerned 


about the high percentage of today’s 
capacity going into premium prod- 
ucts. As he ticked them off, you can 
see the products where the high- 
priced brand has gained at the cost 
of the lower priced, less stylish com- 
panion. Things like automobiles, 
gasoline, transportation, shirts and 
furs. Although consumer products, 
they obviously start as industrials, 
and a return to a higher percentage 
of lower priced merchandise would 
have a sharp effect. 

In export, they saw an eventual 
help toward keeping our capacities 
going, but short range they felt that 
high labor and transportation costs 
prevent a rapid growth of export 
except through continued U.S. sub- 
sidies. Off in the future, though, 
they generally agreed that the world 
market for our goods will increase. 

Finally, they worry about the ef- 
fect of corporate taxes . . not only 
about high taxes, but also about tax 
principles. Taxes are unquestion- 
ably going to take money from plant 
modernization and expansion, they 
feel. Several made the point that 
it isn’t possible for very long to 
stand still on plant capacity . . you 
can’t just keep what we have full 
without either adding to or replac- 
ing a part of it all the time. Full 
capacity needs new industrial build- 
ing to keep it full. 

Today, they think, the cash posi- 
tion of many companies is being 
impaired by taxes. Since by and 
large new facilities come out of 
earnings, when earnings are taxed 
away at present rates there is little 
left for plant and equipment pur- 
chasing. 

If there were improvement on de- 
preciation allowances (which sev- 
eral thought there might be in the 
event of a major business slow- 
down) obsolete equipment would be 
replaced faster. 

In spite of this summary, how can 
it be that this group was still a bit 
on the optimistic side? 


Ten Encouragements . . Perhaps 
it’s because they feel that as in the 
past, we'll find the free enterprise 
system flexible enough to overcome 
some of these problems. Perhaps, 
too, it’s because they believe that 
certain deterrents to good business 
will be removed. Going over our 
notes, however, we picked out these 


“favorable” points leading toward 
high utilization of plant capacities: 

1. Growing population esti- 
mates ran as high as 190,000,000 by 
1960. 

2. Migration and building of new 
population centers. 

3. Increase in electrification. 

4. Increased labor costs . . an in- 
centive toward faster replacement 
and greater technological develop- 
ment programs. 

5. High transportation costs lead- 
ing to plant dispersion. 

6. Continued military buying 
(though probably on reduced levels) 
for at least 10 or 15 years. 

7. Increasing family incomes. 

8. Birth rate of 3,500,000 per year 
(family formations now off because 
of low marriage rate in 1930's, but 
high birth rate offsets this as a busi- 
ness builder). 

9. We actually don’t have the ca- 
pacity we say we have (much is in- 
efficient or worn out). 

10. Economists’ long-range pre- 
dictions in the past have almost al- 
ways turned out to be low. 


Ten Sour Notes . . Against these 
are, of course, the unfavorable fac- 
tors we have already talked about, 
plus a few more. Here is a sum- 
mary list: 

1. Poor selling. 

2. Loss of national virility 

3. Pump priming that does short 
range good but often does long 
(We must pay later 
for today’s benefits.) 


range harm. 


4. Taxes that slow expansion and 
are putting many companies in dif- 
ficult cash positions. 

5. As 
creased waiting for lower prices be- 
fore going ahead with building and 
buying. 

6. Reduced personal incentives. 

7. Less plant decentralization than 


inflation continues,  in- 


expected . . because much of it is 
actually already accomplished. (Re- 
duced differential in regional labor 
rates will slow the trend for many 
industries of the type that must be 
in large units, or must locate in cer- 
tain places.) 

8. Depreciation rates that are too 
slow. 

9. Stockpiling and war surplus. 

10. Military economy that will 
eventually be for replacement only. 

When we promised the panel 


we % 
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Five wrong ways to handle 


inquiries pulled by advertising 


By John B. Mannion 


® THIS sTORY about inquiry han- 


dling will woven of 


fiction . . but it’s all true 


appeal pure 

A manufacturer advertised an il- 
lustrated engineering handbook in 
well- 


a dozen publications. The 


planned advertisements piled up 
coupons and inquiries like leaves in 
Octobe 

But, for every inquiry there was 
® disappointed inquirer because the 
handbook was not 
Mribution at the time the publication 
@dvertising broke. The sales pro- 
Motion manager explained that the 
handbook had been included in the 
advertising budget but that he had 
been instructed to hold the order for 
That was Jan- 


In an- 


ready for dis- 


plates and printing. 
Wary and this was March. 
Other 60 days, the job would be 
Completed and all 
essed six months after the first 
inquiries were received. That is too 


inquiries proc- 


late, obviously 
The problem today is not so much 


to produce inquiries from adver- 
tising. The headache involves what 
to do with the inquiries when they 
come in 

If you handle them with indiffer- 
ence, insolence and neglect, why 
spend thousands of advertising dol- 
lars to seek them? 

Some companies slight and mis- 
treat inquiries, so it may be argued 
that they are not interested in them. 
The facts belie this proposition 

A cursory analysis of advertise- 
publications 


ments in_ industrial 


demonstrates that most companies 
are eager for inquiries and _ that 
their advertisements work assidu- 
ously to get them from potential 


buyers 


85% Seek Inquiries . . To find 
out if inquiries are a vital issue in 
industrial advertising, we carefully 
reviewed a current issue of a well- 
known publication 

Some 508 ads for equipment, ma- 


chinery and components were placed 
in this single issue of one publica- 
And 430 of these ads solicited 
the reader’s inquiries. That's 85°; 

We reviewed industrial advertis- 


tion. 


ing in many other industrial pub- 
lications and found a prevailing pat- 
tern of seeking out the reader who 
wants more information about the 
equipment, machinery and compo- 
nents advertised. Draw your own 
conclusions on the importance of in- 
quiries in industrial advertising and 
sales promotion and remember the 
advertising dollars allocated to pro- 
duce these requests for additional 
information. 


Inquiry Bait . . The informative, 
descriptive matter offered on re- 
quest is varied and multitudinous 
and costs scores of millions of ad- 
vertising dollars to prepare and dis- 
tribute. Let’s run down a list of 
current offerings to stimulate in- 
quiries on industrial products. 


Some observations may be justifi- 
ably made on these offers to stim- 
ulate inquiries. The most obvious 








Distributor 


Don't deloy 
follow up today! 





with our national advertising of SKIL Tools. 
The prospect listed below will want more infor- 
mation on the SKIL Tool mentioned and possibly 
a demonstration before he's sold 
Informative literature has already been sent and 
we've told him that YOU'RE his nearest SKIL 


SKILSAW, Inc 





“lanes 


for your recent inquiry on SKIL Tools, sent 
to our main office. Below is the name of the SKIL 
Distributor most conveniently located to serve 
you. He'll be glad to have you ask for further 
information or a demonstration of the SKIL Tool 
in which you're interested. 


SKILSAW, Inc. 











Starter .. Si 





get the FACTS 





that will mean 


more marine business 


for you from this 


20 page report 


Gull Published 


o 
e 
© 
4] 
5) 
6) 
7) 


CONTENTS 


5 main areas of 
marine activity 


Types and number 
of current commercial 
shipbuilding 


Rapid growth of 
commercial 
shipbuilding. 


Types and number 
of naval shipbuilding 


Current commercial 
shipbuilding table 


Current tist of naval 
shipbuilding 


Analysis of Marine 
Engineering 
circulation and 
editorial leadership 





Opportunities for marine business are greater and 
more widespread than at any time since 1945. Mer- 
chant shipbuilding in American yards has jumped over 
357 per cent in 2] months to a total of 2,622,860 


deadweight tons of vessels building on May 1, 1952. 


Naval construction has been boosted to 1,145 vessels 
under way, by appropriations of nearly $1.5 billion for 
new shipbuilding and ship conversion for the fiscal year 
1952 and will be increased by the naval budget of 
$1.1 billion proposed for fiscal 1953. 

All this activity makes the marine field well worth 
going after. It merits careful study by every advertiser 
whose products are used in the marine field or who 
wants to break into the industry. To get your free 
copy of this valuable report, write Marine Engineering 


and Shipping Review, 30 Church Street, New York 7. 





MARINE ENGINEERING aud Shipping Review 


a simmons-boardman publication 
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3 catalog services 


fo help you make your 
products easier fo buy 


design 
plan, 
organization, 
dummies 


production 


drawings, photos, 


engravings, type, or 
printing and binding 


distribution 
individually by mail 


pre-filed 


‘ 


You can order these catalog design, production, or distribution 


services separately, or in any combination, as your needs require. 


Do you really know what these Sweet’s services 
are doing to help hundreds of manufacturers 
make their products easier to buy? 

Our Design Service for example, offers a great 
deal more than just good catalog format. Sweet’s 
consultants and technical copywriters work with 
industrial marketing men to help them organize 
their product information so that each catalog 


will be really useful to the specific buying group 
for which it is designed. 

Our draftsmen and artists design formats and 
develop illustrative techniques that give the cata- 
log great utility, yet preserve individuality. 

Between them, the Sweet’s team does a design 
job that can materially improve a manufacturer’s 
order-getting efficiency in each of his markets. 


Sweet's Catalog Service 


designers, producers and distributors of manufacturers’ market-specialized catalogs 


DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 





Sweet’s serves manufacturers whose products are 
bought in five separate markets. 

Sweet’s is in the business of helping industrial marketers 
put the right product information in the right forms so as 
to get it used the way they want it used by the different 
groups of buyers that comprise these five manufacturing 
and construction markets: 


& plant engineering 

@ product engineering 
2 general building 

/* industrial construction 


) light construction 


Whether you’re interested in all five markets, or only one 
—whether it’s Designing, or Producing or Distributing 
your market-specialized catalogs—if extra expert hands 
might help lighten your load—call your nearest Sweet’s 
representative. 

New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 

Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—-700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 

Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 

Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 

Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 

St. Louis 1—721 Olive Street—CHestnut 7388 


FREE. This booklet describes 


how Sweet's services help man- 


~aimeaat | @ 
we 


ufacturers improve the effec- 


re em tiveness of their catalogs. 


Sweet’s can help you 
with any part 


of your catalog job 


You may order these services sepa- 
rately, or in any combination. 


(design) 


Sweet's design department is staffed by ex- 
perienced consultants, technical copywrit- 
ers, draftsmen and artists. Your individual 
requirements, whatever they may be, re- 
ceive individual treatment by men specially 
trained for this work. 

plan— consultation and analysis of prod- 
ucts and markets; determination of cata- 
log’s objective, scope, content and distribu- 
tion. 

rough dummies — outline of content and 
format. ‘ 
finished dummies — complete content and 
format specifications, ready for production. 


(production) 


Because of the great number of manufac- 
turers’ catalogs handled, Sweet's can offer 
the economies of quantity production with 
no sacrifice of quality. 

Sweet's will take complete charge of the 
execution of orders for any or all of the 
following: drawings and photographs, en- 
gravings, type composition, electrotypes, 
printing and binding. 


(distribution) 


Sweet’s services are available for either of 
two types of catalog distribution—individ- 
ual or pre-filed— to selected organizations 
and individuals representing the bulk of 
buying power in the construction or manu- 
facturing fields. 

1. individual distribution — by purchase of 
accurate lists compiled by Sweet's or by us- 
ing Sweet's mailing facilities. 

2. pre-filed distribution — by having your 
catalog filed permanently in bound and in- 
dexed collections of manufacturers’ cata- 
logs. This method has the advantage of 
keeping your catalog instantly accessible at 
all times in prospective buyers’ offices. 
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conclusion is that competition fol 
the attention of the industrial buy- 
er is dynamic and aggressive 


Check for 


your competition for 


yourself and estimate 
inquiries fo} 
the attention of potential buyers 

A quick glance at any business 
publication may suggest that you 
prize an inquiry like money in the 
cash box and further, that you 
explore how your company proc- 
esses these gilt-edged sales oppor- 
tunities, how your company presents 
the information requested and how 
your advertising expenditures may 
be dissipated between the receipt of 
the inquiry, the mailing of letter or 
literature, the follow-up by your 
sales representative and the final or- 
der that goes to your company . . or 
to your competition 

We have studied inquiry handling 
for many years Our periodical 
studies have always covered several 
hundred manufacturers advertising 
product literature as well as tech- 
nical and engineering bulletins. Rec- 
ords of our analyses have shown the 
source of the inquiries, the date of 
the inquiry, the date the reply was 
received or whether it was not re- 
ceived, and other pertinent data 

We have concluded that inquiry 
handling with some companies is a 
blighted area of 
where millions of orders are not 


sales promotion 
written due to crass neglect and i: 

attention 
of inquiry handling that follow may 


The vicarious examples 


Suggest an examination of individual 
company procedures 


Six Ways to Handle .. If you have 


not done so, orient yourself and 
trade places with the potential buy- 
er of your product who sends you 
an inquiry. Let us call this phantom 
buyer John White. He is a com- 
posite individual representing one of 
influences” in 


the many “buying 


your industry. Your advertisement 
has created an interest in your 
equipment where none existed be- 
fore. John is a buyer who is not 
known to you, yet your advertising 
has started buying urges in his mind 
just as it has in the minds of many 
other buyers. Your advertising has 
done its job well, has pre-sold your 
equipment to the point where the 
sale is half-made when the inquiry 
is mailed 

As a result of this skilful pre- 
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THE FRANK G. HOUGH CO. 


s 


DISTRIBUTOR PROSPECT CALL REPORT 


ate of Contact 


Prospect’s igterest 


Prospect requested 


ntact Sale will be made 
No interest ot present 
Interested and further contoct 


be made 


aan eileen aes, Be ee eo 


selling through publication adver- 
tising, John White has sent you an 
inquiry. He requests more informa- 
tion. How you handle the inquiry 
may mean a sale or simply another 
lost opportunity 

Moreover, John White is an ex- 
perienced buyer who has responded 
to your invitation because he has 
read your ad in his favorite busi- 
ness publication on which he de- 
pends for reliable, up-to-date in- 
formation relating to the production 
problems of his company. 

Our “composite buyer” has an- 
swered your ad because he has con- 
fidence only in companies, equip- 
components he knows 
something about. Conversely, he 
lacks confidence in the 


ment and 


generally 
products of unknown companies. He 
is an advertiser himself and has 
long since learned that no industrial 
of questionable merit or 
continuously 


product 
performance can _ be 
advertised in the trade press. 

John also 


manufacturers who have made ap- 


writes to five other 
peals to him with impelling insist- 


“For 


ence such as the following: 
complete information, write 
“Please send me a copy of .. .”; 
“Mail coupon today”; “We urge you 
write for the technical information 


in our free booklet”; “Ask for book- 





let C”. So, after our composite buy- 
er wrote to these five advertisers as 
well as to your company, he turned 
his attention to other duties. 

What happened to his inquiries is 
told in the following chronicle. It 
is not fiction. It is based on our own 
experiences as an inquirer, on our 
periodic observations and studies. 


Company 1 .. The first inquiry was 
ignored. It was written to the com- 
pany (described in the introduction 
to this article) that advertised a 
manual that did not exist. Adver- 
tising the manual and failing to have 
it available when the potential buy- 
er requested it revealed a complete 
misconception of the true value of 
inquiries in relation to sales. 

This company failed to realize that 
when this customer was lost due to 
neglect of the inquiry, the cost of 
its advertising spiralled upward, its 
sales volume suffered and its gross 
profit declined. 

If this manufacturer believed that 
business was so good that requests 
for information could be ignored, he 
should have known that he was set- 
ting up barriers of ill-will that 
would be hard to cross when orders 
are urgently needed. 

If the break-even point of operat- 

ntinued on page 148 





95.4% 
SAY YES! 


MACHINERY Magazine’s coverage of the 
real buying authorities in the metalworking 
industries is achieved by adding approximate- 
ly 20% Directed Distribution to our paid cir- 
culation. All of the men who receive Di- 
rected copies are known to be important buy- 
ing authorities or influences, and each must 
request continuance of this service at six- 
month intervals (twice as often as the average 
paid subscriber renews his subscription). In 
response to our most recent inquiry, asking 
these top metalworking executives if they 
wished us to continue sending MACHINERY 
to them, 95.4% said YES! 


Directed Distribution reaches metalworking’s 
inaccessible executives — the buyers whom 
salesmen cannot see. In addition, the quality 
of MACHINERY ’S paid circulation is main- 
tained by selective subscription selling cover- 
ing only important engineering and produc- 
tion executives. Together, these two meth- 
ods of achieving quality coverage make sure 
that your message is carried to the right men 
—- in the right plants — to do its most effec- 
tive selling job. 


Another reason for choosing — 
MACHINERY 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 
148 Lafayette St., New York 13, N. Y. 
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To get into the plant, | 


PLANT ENGINEER 


MAINTENANCE 
SUPERINTENDENT 


The Plant Operating Group 
j -= 


VICE PRESIDENT 
in charge of OPERATIONS 








get into FACTORY 


etait sedans 


- +» because industrial salesmen rate the 
Plant Operating Group as most important 
in the buying of most industrial equipment, 
supplies and materials, 
---and because more of thes 
Plant Operating G 


than any other in 


e€ men of the 
roup pay to read FACTORY 
dustrial magazine, 


A McGRAW.HILL PUBLICATION 





330 WEST 42nq STREET 
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GUSTIN-BACON MANUFACTURING CO 
KANSAS CITY MISSOURI! 


mOhnIas 





‘Playing card ads aim at 


ftomorrow’s railroad presidents 


® A VETERAN railroad worke1 
walked into the office of the Gustin- 
Bacon Mfg. Co., Kansas City, Mo., 
(Ultralite glass fiber insulation and 
railway supplies) not long ago, and 
introduced himself to the office 
manage1 

“My name is Bill Kingston and I 
used to work in the stores depart- 
ment of the Erie Railroad. I saw 
your sign from the train coming into 
Kansas City, and it reminded me 
that 30 years ago, you people gave 
me a deck of playing cards as a 
souvenir. Ive had the deck all 
these years, but it’s become kind of 
worn by now I wonder if you 
could give me another deck 

This scene, repeated many times 
with variations in recent years 
(each time with a different worker, 
of course) is ample evidence to 
Gustin-Bacon that its playing card 
deck distribution plan, inaugurated 
nearly 40 years ago, has done what 


it was intended to do 








Early in 1913 the company, seek- 
ing to supplement its business pub- 
lication advertising for making its 
name better known to the railroad 
industry, decided upon gifts of play- 
ing cards with the company name 
and insignia printed on the back 

The reasoning was simple. Gus- 
tin-Bacon was and still is ..a 
leading railroad supply house. Rail- 
road employes are inveterate card 
players. Since the top executives of 
railroads invariably come up from 
the ranks (only rarely is one chosen 
from outside the industry), Gustin- 
Bacon felt it desirable to get its 
name before all railroad employes; 
thus, when a new crop of top execu- 
tives would mature 10, 20 or 30 
years later, the Gustin-Bacon name 
could hardly be unknown, the late 
Albert 


and president, reasoned. 


Gustin, company founder 
During the past 40 years, Gustin- 
Bacon has given away nearly 250,- 


000 decks of cards. Its average (a 





little more than 5,000 decks a year) 
is about the same as for other major 
card-giving companies. 


Customers Raise Ruckus . . Has 
dé. DB. 


Simmons, Gustin-Bacon’s executive 


the plan been a_ success? 


vice-president, says playing cards 
have been the company’s most effec- 
tive single advertising medium. 
“Four times during our history, 
we've attempted to discontinue the 
giving of cards, but each time our 
customers raised such a ruckus that 
we've simply had to continue.” 
Gustin-Bacon customarily buys 
its cards in large lots from Brown 
& Bigelow, St. Paul, Minn., largest 
producer of advertising cards. The 
Gustin-Bacon’s name 
and insignia on the backing. In 
1948, during the 50th anniversary of 
the company, it added the words 
“since 1898” to the insignia. The 
sales message has always been car- 


cards bear 


ried on the joker, which uses a 
photograph of the Gustin-Bacon 
plant and a description of the com- 
pany’s principal products for the 
first half century railroad sup- 
plies and Rolagrip pipe couplings. 

In the last 10 years, however, the 
company also has become a major 
producers of Ultralite glass fiber 
insulation. Pioneering in the devel- 
opment of this low density light- 
weight material, Gustin-Bacon to- 
day outsells all other competitors 
combined in this category of the 
glass insulation industry. Although 
Gustin-Bacon heretofore has re- 
stricted its card giving to the rail- 
road industry, it is considering ex- 
tending the plan to include its 
insulation customers, in which case 
a joker will be printed stressing the 
advantages of Ultralite. 

Gustin-Bacon's cards serve three 
main purposes .. to help attract 
new customers, to improve com- 
munity relations and to better em- 
ploye relations. In the first cate- 
gory, cards go out as follow-ups to 
solicitations by salesmen and execu- 
tives, or to solicitations by mail. The 
cards also solidify connections with 
persons who influence buying, and 
they also are used to help introduce 
new products and open new mar- 
kets. 

There are, of course, many other 
ways in which to give cards. Gus- 
tin-Bacon hasn’t found it necessary 





alersatile service 
that can help you... 


dramatize 


new product announcements, 
sales and advertising pro- 
grams at dealer, distributor, 
sales, director and stockholder 
meetings. 


International Harvester distributor meeting 
announcing a new line of products 


Operating cutaway, 
DeSoto Firedome V-Eight 
engine, on turntable, 

with sound, 


display 
product superiorities, 
uses, Operating prin- 
ciples or methods in 
dynamic and interest- 
ing ways in display 
rooms, museums or at 
specialized showings. 


promote 


better selling by dealers, 
better use of display 
through stimulating show- 
rooms. 


New World Kitchen in Ge 
Electric Co. showroom, 
Furniture Mart, Chicago. 


GENERAL EXHIBITS AND DISPLAYS, Inc. 
2100 NORTH RACINE AVENUE, CHICAGO 14, ILLINOIS * Phone: EAstgate 7-0100 


Designers and Builders: EXHIBITS, DISPLAYS, SALES MEETINGS, SHOWROOMS, MODELS, DIORAMAS, ANIMATIONS AND CUTAWAY 
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WHAT MAKES THE = 
NEW RAILWAY RADIO 


a a 


THE ANSWER IS: 





HERMETIC 
SEALING 


In the cab of a highballing freight, a locomotive 
engineer reaches for the ‘phone. Will it work? 
Yes. The great diesels may grow hot... storms 
dampen the air... vibration keep up a steady 
beat. But the sensitive parts of the new railway 
radio are safe because they're sealed in. They 
can't corrode; no dust or dirt can touch them, no 
motion joggle them loose. They are hermetically 
sealed against the gremlins of weather and wear! 

This same hermetic sealing is being applied 
today to many of the critical components of elec- 
trical and electronic equipment, from capacitors to 
aircraft radar. 

In 1943, when a survey showed that 95% 
of instrument failures were due to climatic con- 
ditions, the Navy demanded failureproof, fool- 
proof parts. So did the Air Force. Engineers sealed 






the delicate parts in vacuums, inert gases or solid 
plastic embedments; they used metals, glass, ce- 
ramics and new polyesters. They found ways to 
cut down failures, slice costs, reduce repair and 
maintenance under all sorts of conditions. 

Very quickly, ELECTRICAL MANUFACTURING's 
editors saw the applications of hermetic ‘sealing 
to industry ...as always, spotting a new "area 
of movement” where important things were be- 
ginning to happen. They gave design engineers 
the facts on hermetic sealing methods and materials 
...diagrammed the mechanism of sealing... 
weighed the advantages and limitations of dif- 
ferent techniques for different jobs. 


ELECTRICAL MANUFACTURING 
makes hermetic sealing 


a major editorial topic because 


IT’S AN LfecKomechaniea/ PROBLEM 
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The new Bendix Railmaster is 
a two-way radio, operating 
in the 152-174 megacycle 
band... individual plug-in 
transmitter, receiver and pow- 
er supply. Its switching relays, 
auxiliary squelch relay, re- 
ceiver filters and six crystals 
all have hermetic seals. 














This is a typical example of a 
relay in a sealed-off gas tube. 
Other forms of hermetic seal- 
ing are being applied to elec- 
tronic tubes, thermostats, trans- 
formers, meters, even complete 
circuitry. 





1250 Sixth Avenue, New York 20, N. Y: 


THIS STORY HAPPENED to be about hermetic sealing . . . its end product 


a railway radio. It might have been about servomechanisms or 
insulation . . . magnetic amplifiers or electric drives. Its end prod- 
uct might have been a giant molding press or yarn warper, 
a refrigerator or heat pump... anything driven or controlled by 
electricity. 

More and more, today, the application of safety controls 
and automation to cut down costs in industry is changing the 
designing of machines and equipment to a new, more complex 
technology. More and more, design problems are electrical 
problems, and the designers’ most important guide is 
ELECTRICAL MANUFACTURING, which covers the electrome- 
chanical problems of product planning today. 

That’s why the key designers and engineers in more than 
9,000 plants . . . all the plants making all the electrically operated 
machines, appliances and equipment in America... are finding 
ELECTRICAL MANUFACTURING the most important on-the-job 
help in their rapidly changing jobs. It helps them keep up with 
the pressures and demands of the times... tells them about 
metals, materials and finishes, about the electrical and mechanical 
components they must write into specifications. It not only 
tells them. It se//s them. For its advertising pages . . , completing 
the story .. . are the most useful guide to what-and-where-to-buy 
practically everything they need. 


WHAT...HOW...WHY? 


Every issue of ELECTRICAL MANUFACTURING covers a wide range 
of design and engineering problems. In the current issue you'll find . . 


: How the new special-purpose molding com- 
Now Pwenolcs pounds widen design opportunities. 
Pea How fully magnetic circuit breakers can be 
tide miched to the application. 
Soodhinsh Conteal Syst How six basic systems compare 
aide aibdhedee i mechanical time constants 
; : How materials and shapes affect 
Magnetic Core Materials the design of transformers. 
How quality factors figure 
ter ¢ . 
Computer and Servo Elements [NAME aieation of lates» 


trial and military types. 


Electrical 
Manufacturing 


THE GAGE PUBLISHING COMPANY 
* Publishers to Industry Since 1892 


THE DYNAMIC MAGAZINE OF A DYNAMIC MARKET 


CCA) 
ga 
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to use all of them. But Brown & 
Bigelow, says that cards can be 
used to 

1. Promote customer good will in 
acknowledgement of new accounts, 
service, 


smoothing over lapses in 


appreciation for large orders, an- 


niversary and year-end remem- 
brances 

2. Help stimulate sales for a prod- 
uct or service 

3. Revive dormant accounts 

1. Improve employe relations by 
giving cards on birthdays, as recog- 
nition of special merit, or for safety 
awards 

Cards are also used to commem- 
orate business anniversaries, pub- 
licize new buildings or showrooms, 
and serve as gifts to such a variety 
of persons as important plant visi- 
tors, suppliers and those from whom 
you request special accommodations 
Among the services that Brown & 
Bigelow provides is to ascertain 
birthdays on a customer list. The 


company then will mail playing 


cards as souvenirs on the customers’ 


birthdays 


10% for Advertising .. Last 
year, approximately 75,000,000 decks 
of cards were sold in the U. S., of 
which about 10° were advertising 
decks. U.S. Playing Card Co., Cin- 
cinnati, does some selling in the ad- 
vertising market, although its chief 
concentration is in selling the per- 
Other 
leading playing card producers are 
Arrco Playing Card Co., Chicago; 
Western Playing Card Co., Racine, 
Wis., and E. E. Fairchild Corp., Ro- 
chester, N.Y 

One of the chief advantages of 
playing cards, says B. P. Murphy, 


son who buys his own cards 


director of advertising and public 
relations at Gustin-Bacon, is that it 
is advertising that no one throws 
away. Studies show that the aver- 
age life of a deck is eight months 
and the sales message is repeated 


every time the deck is used 





Meet Harry Osborn.. 


He flies his own plane, he’s a Ph. D. 


and he’s an ‘ad manager of the year 


® HARRY B. OSBORN, JR., named by 
the tf Club of Cleveland as the 
city’s advertising manager of the 
than a_ successful 


year, 1s more 


desk-bound administrato: He is 


copy in the flesh 


6o / 


/ 


His activities as technical direc- 
tor of Ohio Crankshaft Co., Tocco 
Div., were the subject of ad copy 
placed in Newsweek by a major air- 
Mr. Osborn flies his 


own plane to work. This is no pro- 


craft company. 


motion stunt but pure occupational 
The aircraft company ad 
cited the following as a typical trip 


necessity 


by this flying ad manager: 

“Left Cleveland at noon, visited 
New York plant 
flew to Wilmington next morning 
After business call, flew a customer 
to Oak Ridge, Tenn., stayed two 
hours; then flew home in afternoon. 


same afternoon, 


1,507 mile trip in 1% days.” 

It was with this in mind that an 
“Harry 
is his company’s best ad, and his 
circulation is substantial!” In great 
demand as a speaker, Mr. Osborn 


agency executive once said: 


makes an average of 50 or 60 public 


extolling 
technical 


appearances each year 


Tocco’s merits before 
groups in many parts of the coun- 
try. 

Tocco, it should be explained, is 
an induction heating process for the 
hardening, brazing and forging of 
metal parts. 

The tf Club award was based 
not only on the personal effective- 
ness of Harry Osborn, but also and 
perhaps primarily on his 1951 ad- 
vertising campaign which netted 1,- 
504 inquiries directly attributable to 
publication advertising, and sales 
quadrupling the year’s quota. 

Mr. Osborn’s career has a certain 
resemblance to the rapid, upward 
hops of his Piper Cub. He started 
with Ohio Crankshaft in 1939 as a 
research and development engineer. 
Within a year he was put in charge 
of sales development. Two years 
later, he 
search. 


became director of re- 
By 1946 he had risen to 
sales manager. And in 1948 he was 
appointed to his present position as 
technical director . . a position that 
includes direction of advertising and 
sales promotion. 

By then, Mr. Osborn (actually Dr. 
Osborn . . he served on the faculty 
of Lehigh University in the chemical 
and metallurgical engineering de- 
partment, receiving his Ph.D. in 
1937) was the best known man in 
the field of induction heating. 

In personal life, he has always 
taken an active part in the civic af- 
fairs of University Heights, O., 
where he resides with his wife and 
two children. He is the community’s 
director of public information on 
civil defense. In 1946 he was hon- 
ored by the Junior Chamber of 
Commerce as Cleveland's outstand- 
ing man of the year. 

Mr. Osborn is the author of hun- 
dreds of articles on induction heat- 
ing, and he has held office in such 
related groups as the American So- 
ciety for Metals, American Institute 
of Chemical Engineers, American 
Society of Tool Engineers and the 
Electrochemical Society. 

From an advertising point of view, 
Harry B. Osborn is exceptional. He 
is the rare example of a full-fledged 
research engineer responsible for 
the promotion of his company and 
its products. 





.... editorially conditions buyers 
to read your sales story 


MACHINE and TOOL BLUE BOOK editorial content is 
right for its readers — right for you. It's the preferred 
camped for busy executives and production men — 
ne men who buy or specify your products. Streamlined 
7 Bs: — — in convenient pocket-size encourages 
SuiciahGalisis in isthe. Sei reading and constant use — gives you a receptive, 
Clamping irreguler pieces 3 Sa ready-made audience among the influcntial men the 
Automatic riveting | industry. 
How's Business? i 
lest Minute Weshington News 
CONTENTS ON PAGE 5 
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Plus Values 


@ Circulation verified by Western Union 
through its 1,642 offices in U.S. industrial © 





centers. 


More than 95% of circulation is personal- 
ized. 





Pioneer publication with controlled circula- 
tion. 
Published monthly for 46 years. 


Front cover used for merchandising editorial 
content. 


Squore back binding makes book easy to 
use and read. 


Special binding permits use of 7” x10” plates 
as unbroken spreads. 


Low cost per thousand circulation. Pro- 


Here are the duces results. 
FACTS e e ° 


sa —— Read by the right men in the right places with a total monthly 
os ul inibelduale readership of 136,000 among administrative, engineering and 
reached, reading hab- coo production men. You need the power of the BLUE BOOK to sell 
its, preferences, Bee BU the huge metalworking industry. 

they like to read in - 


ads, readers per copy, [=~ . I 7 
and other readership Mackine and Tool BLUE BOOh 
acts. i 

Write for your copy. HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 
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| OAR INDUSTRY’S 
BUYING TEAM 
Votes 

THE IRON AGE 
i Co | 

among all 
metalworking 


beet. t:t-VA betas) 
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§ In a comprehensive readership survey, 
18 leading industrial companies con- 
tacted the men on their customer and 
prospect lists .. . the men they knew 


controlled or influenced buying. 


} These lists, in themselves, definitely 
showed that buying is a teamwork 
function, with sometimes one com- 
bination of executives, sometimes 
another, deciding the type and make 
of product to be bought. 


» Among metalworking publications, 
The IRON AGE was the No. 1 choice 
of the combined executive groups 

. . with impressive strength in all 


of them. 


} Look carefully at the tabulation to 
the right. It proves conclusively 
that The IRON AGE, with its 
powerful horizontal coverage of 


metalworking executives, is your 


strongest medium to reach all the 


men who buy. 


This is No. 4 of oa series 

No. 1 -Metalworking votes The IRON AGE No. 
1 among all types of magazines. 

No. 2--U. S. Industry votes The IRON AGE No. 
1 among all industrial magazines. 

No. 3-U. S. industry votes The IRON AGE most 
useful of all metalworking magazines. 














WHY IS THE IRON AGE NO. 1? Be- 
cause The IRON AGE is a horizontal 
publication. It is edited for all man- 
agement — administration, produc- 
tion, engineering, financial, purchas- 
ing. Its intense readership across 
management plus the largest total 
distribution of any metalworking 
magazine across the wide metalwork- 
ing industry make it a natural to be 


voted No. 1. 


WHY IS THE IRON AGE NO. 1? Because 
The IRON AGE’s excellent record of serv- 
ice to mighty metalworking is unparal- 
leled. Every week the latest vital news, 
market reports, technical articles—any im- 
portant information that affects metal work- 
ing executives—are flashed to the industry 
with the same fast-paced schedule general 


news is distributed by a Time or Newsweek. 


WHY IS THE IRON AGE NO. 1? Because of 
The IRON AGE’s absolute reliability and au- 
thenticity—attested to by thousands of quotes 
in the U. S. press . . . “According to The IRON 
AGE”. That’s why metalworking men, admin- 
istrative and operating executives believe in it, 
make decisions from it, run their plants by it .. . 


and buy out of its busy advertising pages. 


Ask your IRON AGE representative to 


show you a detailed tabulation of this 


survey—publication by publication. 


hfronAge « o ws 


A CHILTON PUBLICATION - 100 EAST 42nd STREET - NEW YORK 17, WY. 








BAKELITE 


educate every U. S. industry 


@ IN A RELATIVELY NEW and fast- 
- growing industry like plastics, the 
way to get new customers is to 
find a medium that will keep them 
+ informed of new developments and 
new uses as soon as they happen. 
In plastics these days, both the 
new developments and the new 
uses come fast. To meet that prob- 
lem, Bakelite Co., division of Union 
Carbide & Carbon Corp., New York, 
world’s largest producer of plastics, 
sends its customers and_ potential 
customers the “Bakelite Review,” a 
quarterly external publication filled 
with articles on new applications of 
plastics and synthetic resins . . case 
histories from virtually every phase 
of American industry 
Bakelite puts its best foot forward 
at the start . . a four-color cover 
with a high-gloss coating based on 
Bakelite “C-10" resins (which rates 
a product plug on the contents 
page). Cover illustration is always 
a dramatic illustration of a new ap- 
plication of one of the company’s 
plastics 
Uses vary from the vinyl liner 
material in 13x27’ lawn-type swim- 
ming pools to the reinforced plastic 
engine cowling of the Navy's new- 
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est radio-controlled target drone . . 
a pilotless plane with a 75 horse 
power engine used to attack Navy 
ships during target practice at a 
speed of 200 knots (see cover). 

The Navy target drone on one 
cover of “Bakelite Review” demon- 
strated how reinforced plastic sim- 
plified design of the drone from 11 
different parts to only four com- 
ponents. An illustrated article gave 
the details. 

The problem in taking the shot of 
the target drone to was make it ap- 
pear airborne when no flight facili- 
ties were available. The answer was 
found in an 18-foot boat hoist. Un- 
der the direction of Robert Ein- 
becker of the Globe Corp., the com- 
pany manufacturing the target, it 
was transported from the Globe 
plant to the Wisconsin Yacht Club 
at Williams Bay, where the drone 
was assembled and suspended from 
the hoist boom, nose down, by a 
steel cable attached to the retriev- 
ing ring located at the tail section 
of the aircraft. 

To minimize its contrast against 
the sky, the cable was painted a 
light blue. At the time the picture 
was taken, wind conditions caused 


the “bird” to spin. This was reme- 
died by the use of strong fishing line 
secured to the wing tips and held 
taut by a man on either side. The 
camera shot was centered between 
trees surrounding the picture area 
and elevated approximately 75 de- 
grees. As an added touch, the pro- 
peller blades were cut from the hub 
to simulate rotation in flight. 

The actual shot was vertical. By 
merely turning the finished photo- 
graph on its side, the illusion was 
achieved of a target in flight, soon 
after take-off. Photography was by 
William Michelic, Kaufman & Fabry 
Studios. 

Recent articles cover such diverse 
technical industrial applications as 
modernizing foundry practice 
through use of shell molds bonded 
with plastic resin, reducing elec- 
tronic equipment size with printed 
circuits on laminated sheets and 
conserving forest products by using 
plastics with wood waste and paper 
for structural applications. Other 
articles cover uses in strictly con- 
sumer end products. 

Bakelite Co., produces no end 
products, only the basic resins and 
plastics from which these products 
are made. Therefore, the applica- 
tions featured in “Bakelite Review” 
are products of (1) fabricators who 
shape the basic plastic material into 
some useful form and (2) end users 
who purchase formed plastics from 
the fabricators for use as component 
parts of their own products. This 
highly diversified group ranges from 

ntinued on page 144 





Take a Few : 
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Insert form in publication in- 


ed inquiries, technical hel 








Look around your office 





for Metalworking | products... 























--.-made in the plants reached by Pada 


Ever notice within the four walls of your office, how many 
Metalworking products surround you? Yet these products 
represent only a small segment of the huge metalworking 
industry which made them—a fast-growing market that 

has doubled in size over the past ten years. This is the market 
reached by STEEL—the only metalworking magazine which 


has grown as rapidly as the dynamic industry it serves. 
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To help your company keep pace with metalworking’s growth 
—and ahead of your competition —invest your advertising 


dollars in the magazine that's growing with your market. 


STEEL e Penton Building e Cleveland 13, Ohio 


you? 


Making an Adding Machine calls for many of the opera- 
tions performed in the processing of all metalworking 
products-—operations common to all branches of the 
metalworking industry. To sell more to Metalworking you 
must reach the men responsible for these operations 
Your advertisement in STEEL reaches more of these key 
men than in any other metalworking magazine 


magazine of the men 7 who manage, operate, and buy for the metalworking industry 








Budlding Maintenance Materials Seace 1922 
April 14, 1952 
The Wall. Street Journal 
New York, N. Y. 65 


Gentlemen: 


One of the most interesting things with respect to our 
advertising in the Wall Street Journal is the fact that 
in my travels throughout the United States and some 

foreign countries I meet top-flight executives who ask 


me what business I'm in and when I tell them that I'm 


in the building maintenance materials business the very 
first response is, "Oh, is it something like that 

Stonhard Company?" And I say, "Why yes, that's the com- 

pany. How do you know about it?" And the answer is, 

"Oh, I read the Wall Street Journal and I've been seeing 

your ad for years:" 


aed ote Se Se from one account 


ceived 653 repeat orders. 


TI Ot 

; 2 We find, besides the business producing inquiries, that 

srennane our salesmen throughout America, when they are about to eee an AY ¢) 

sowror ny take up the matter with the top-flight executives and ee 
- mention the mame STONHARD, have these men say to them, 

oan "Oh yes, we know Stonhard ... we read their ads in the 


ert Wall Street Journal." from one nT | 
SARE SRE TO TE EEE HE 


TONMARD 











seme We are in the building maintenance materials business and 
have been supplying all types of industry, oil companies, Hm e e 
government agencies, public utilities, municipalities, Ts this 
a seondet i railroads and commercial buildings with floor resurfacing 


materials, roof resurfacing materials and waterproofing 
compounds for the past thirty years. 


bape 
truly yours, 
0 _ 


Pal 
BB/ecm wi? 


President Fano sunrh old floer® 
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Starting December 30, 1943, The Stonhard Com- 
pany of Philadelphia, manufacturers of building 
maintenance materials, have run coupon ads reg- 
ularly in The Wall Street Journal. 
Stonhard’s continuous use of The Wall Street 
Journal is the result of Stonhard’s continuous 
results from The Wall Street Journal. 
If you have a product or service aimed at the tisers stay with The National Business Daily. Let 
business market, you should get first hand knowl- your own results show you why Wall Street Journal 
edge about The Journal's pulling punch. Adver- business linage has increased nearly 300% in only 


tise in The Journal and see for yourself why adver- 10 years’ time! 


THE WALL STREET JOURNAL 


published at: 
NEW YORK CHICAGO DALLAS SAN FRANCISCO 
44 Broad St. 12 E. Grand Ave. 911 Young St. 415 Bush St. 





attracted 











Back Side Readers 


® £aACH of these two ads for grind- 
ers was the front page of an insert 
run in Machinery by Bryant Chuck- 
ing Grinder Co., Springfield, Vt. As 
is usual with inserts, the front page 
was aimed largely at attracting no- 
tice, whereas the back page carried 
most of the sales message. This 
meant that each of these ads was 
trying to attract readership for its 
back page. 

The back page of one of these in- 
serts was read by twice as many 
readers as the back page of the oth- 
er insert . . although the back-page 
layout, illustration treatment and 
part of the headlines were identical 
and subheads and copy were similar. 
Which of these front pages pulled 
the most readership for its back 
page? For the answer, see page 114. 





AUTOMATIC LOADER CAN DOUBLE 
PRODUCTION AND HALVE COSTS 


A manutas 


USA. 





NEW WHEELIFAD KEDUCES COST OF 
FINISHING SMALL HOLES tae ope 


This is 20 example of how new developments in 
dew lve 


1 ond 
Mist lubricated, preloaded halt hearings and 


Seeger 


set expeuses in) masmtenence and 
aed at the some tite, scree 


SARA ERA RD PreVisyerre rr res tery, 


Springfield, Vermont. U.S.A. 
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YOU wt 


If your Advertisements Reach the RIGHT READERS 


Through our Industry Census Department, we can tell you who 


the Right Readers are for your products and services; how many 


reek Us! 


there are and their geographical distribution.- 





If these RIGHT READERS Read your Advertisements 


From depth personal interviews in the fields and plants, and 
from telephone surveys, we secure this information. You may 
prove the accuracy of these reports by making your own mail 
survey (writing to your own list, asking your own questions in 
the manner you want them asked). We will pay costs of such a 


survey, helping you determine this point yourself. 


seek Us! 








"Golo Pe eurnel and lou elles the Clb Sd!" 





Te hmww... 


What these RIGHT READERS like to See in your 
Advertisements 


The services of a well known research house are retained on a 
continuing basis to make depth personal interviews in the field 
and plants to determine what Right Readers like to see in ad- 
vertisements; how they like them presented, etc. Such interviews 
are now being made and first results will be available soon. 


: rch Us! 
What these RIGHT READERS Buy and How 


they Buy it. 


Our Market Research Department is prepared to assist advertisers 
in studies of their markets and buying procedures within these 
markets. If answers to your needs are not readily available, we 
will make special field investigations for you, for it is our sincere 
desire to work with all advertisers on such mutual problems. 


seh Us! 





211 SOUTH CHEYENNE 
TULSA, OKLAHOMA 
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a monthly im feature 
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management 


forum 


Companies boost ad budgets, 


sales training as backlogs drop 


Many industrial manufacturers report that shortages of materials and supplies are easing, 
that backlogs of orders are dropping and that more strenuous selling will be needed. To 


find out what management is doing . 


. or planning to do. 


. in this situation, Industrial 


Marketing asked various executives these questions: 


What are you doing to sharpen your sales force for the apparent harder-selling period 


ahead? Have you increased sales training . . 


realigned any sales territories? 


Or expanded the sales staff? 


added new sales courses? Have you 
Have you made any 


changes in your company’s distribution system? Here are the answers. 





John F. Kidde 


® IN VIEW OF THE FIRM conviction 
that the forthcoming year would re- 
quire maximum effort in the sales 
field, our company, in January, held 
an intensive refresher course for all 
of the district managers and dis- 
tributors of our industrial products 
The country-wide organization was 
briefed on the merits of our new 
products and the recent improve- 
ments in the standard items 

We have recently completed and 


distributed a new motion picture 


film which demonstrates the right 
and wrong ways to handle fire ex- 
tinguishing devices; we 
stepped up our advertising program 
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have 


in the trade journals, and have pro- 
vided our sales representatives with 
new and improved point-of-sales 
promotional literature and visual 
aids. Very little realignment of ter- 
ritories has been found necessary 
and principal expansion of the sales 
force has been at the jobber level. 

We are maintaining the distribu- 
tion system which has been in ef- 
fect for a number of years but we 
are placing more and more emphasis 
on branch office control of the ter- 


ritories. 


G. E. Stringfellow 


res 


® WE RECOGNIZE that a change from 
a seller's market to a buyer’s mar- 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 


ket may appear at any time and 
perhaps suddenly. In preparation 
for that time, we are devoting an 
increased amount of attention to the 
development of sales tools, to our 
regular sales-training program and 
to our mailing list. We are also 
considering increased advertising, 
direct mail and in business papers. 


E. G. Brown 
Vice-President 
& General Manager 
Mechanical Goods 


Div 
New York 


® THE DEMAND for many civilian 
products has slackened. The cus- 
tomer is becoming reluctant to buy. 
It appears that we are now entering 
the first sustained period of a buy- 
er’s market since World War II. 
Technically, we had a buyer’s mar- 
ket in late 1949 and 1950. However, 
before its effects became fully felt, 
the Korea scare again built up a 
backlog of consumer’s desires. 

The sales manager today has a 
great responsibility. He has the all- 
important job of getting his sales 
force to produce a good volume of 
sales at a good profit. In addition, 
among other duties, he has the im- 
portant job of properly estimating 
future sales trends. Although he 
might not be responsible for the 
final sales forecast, his advice must 
be sought before the sales forecast 





Syston marks the 100t 


of organized 
civilian engineering in America! 


So what ? 


There’ll be big doings throughout the engineered con- 
struction world—exhibits, special motion pictures, and 
a convocation in Chicago which will bring together the 
world’s outstanding engineers and contractors. 


ong 
» spe at? 


By putting your product story before the more than 
34,000 key men in the engineered construction markets 
who will be concentrating on the September issue of 
CIVIL ENGINEERING. 


Whale 40 apuciall about 
» Suptindier C.£.2° 


Everything! The Paes CIVIL ENGINEERING 
will be a Centennial issue containing over 150 pages 
of timely, exclusive editorial features including a pic- 
ture history of civil engineering. 


see 


You bet! Because of its editorial scope, C.E. for Sep- SELLING OPPORTUNITY CENTURY! 
tember will be read with unusual interest and kept for 

future reference. What’s more, this issue will be avail- 

able to all who attend the Convocation of Engineers in 

Chicago. It adds up to a bonus in readership and in 

circulation. 


“he 


Yep, time’s a-wastin’. August 1st is the copy deadline. 
The September Centennial issue of CIVIL ENGI- 
NEERING will be so exceptional, the editors believe 
it deserves to be put to bed early! 


CIVIL ENGINEERING 


The Magazine of Engineered Construction 
Published by The American Society of Civil Engineers & 
33 West 39th Street, New York 18, N. Y. 
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can be prepared intelligently 

Thus it is necessary for the sales 
manager to be an all-round good 
business man. He should under- 
stand the manufacturing problem, 
the collection problem, the pricing 
problem, and the inventory problem 
Although he must think in terms of 
sales with a profit first, he must at 
the same time give the utmost inside 
cooperation to the factory and to the 
people responsible for getting goods 
produced, delivered and paid for 

In the past ten years, many young 
men have become salesmen who 
have never had to come to grips 
with really aggressive selling tech- 
niques. It will be the responsibility 
of experienced sales managers to 
lead and guide the younger men, as 
the old reliable selling tools are tak- 
en out of the closet, oiled and sharp- 


ened 


D. G. Millar 


® since 1945 we have been faced 
with this situation, and twice we 
have prepared for tougher selling 
On both of these oc- 


casions, we strengthened our posi- 


days ahead 


tion by the acquisition of a new 
product to round out our line, im- 
manufacturing —tech- 
distributor- 


proved our 
niques, shifted a few 
ships, and put newly trained sales 
engineers into the field 

In many respects, because of the 
postwar boom and then the defense 
crisis, some of these preparations 
have never been fully tested under 
constant competitive stress. In short, 
this is not a new problem with us, 


but a third phase in an old one 


A. King McCord 


@® WITH THE exception of a 


critical items, the production of 
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farm machinery is now 
The farm equipment busi- 
returned to 


equal to 
demand 
ness, therefore, has 
vigorous competitive selling 

The Oliver Corp. has taken a 
number of important steps in order 
to stimulate sales at both the com- 
pany and the dealer level. The size 
of territories covered by salesmen, 
in many cases has been reduced. 
The number of salesmen, and per- 
sonnel training to become salesmen, 
has been increased. Oliver has con- 
ducted a sales contest among its own 
personnel, and additional contests 
are anticipated. Advertising effort 
has been increased by the introduc- 
tion of a nation-wide mail program. 

Oliver continues to distribute its 
products from branches to 
franchised dealers. The additional 


sales 


sales promotion efforts are all in- 


tended to make this relationship 


more productive 


J. Johnson 


resident 


® OPTIMISM TEMPERED with reality 
is the keynote of our sales forecast- 
ing 

Snap-On has, for several years, 
maintained a continuous re-exam- 
ination of its sales policies, sales ef- 
fectiveness, and sales penetration 

A series of “sales clinics,” tried 
experimentally for almost a year on 
field supervisory groups, has now 
been extended to salesmen groups. 
A selected team of sales administra- 
tive personnel present the clinic in 
various parts of the country. The 
subjects include re-education in the 
sales policy, refreshing of sales 
techniques, the use of newly-de- 
veloped sales aids, and procedures 
tailored to fit the problems peculiar 
to Snap-On’s field of distribution. 

Follow-up of the clinic training is 
carried on by branch sales super- 
The two- 


way line of communication between 


visors on a regular basis. 


field sales and sales administration 
has been profitable and instructive 
for both sales administrators and 


territory salesmen 


H. D. Palmer 
President 
Detroit Steel 


® IT HAS BECOME APPARENT during 
recent months that increased em- 
phasis on selling is needed during at 
least the remainder of the current 
year. Materials are easier to obtain 
and the transition to a buyer’s mar- 
ket has been rapid. 

Under these circumstances, it has 
been necessary to increase advertis- 
ing appropriations and enlarge the 
selling organization to improve cov- 
erage of the market and assure con- 
centrated sales effort. 

For far too many years, sales ef- 
fort has been limited by various 
emergency conditions, shortages of 
materials and governmental regula- 
tions. The return of the necessity 
for an aggressive sales policy should 
be a healthy thing for the individual 
business and for the economy as a 


whole. 


David F. Austin 
Execiitive 
Vice-President 
U. S. Steel Co. 


Pittsburgh 


® LIKE MANY other companies, 
United States Steel has considered 
the last decade during which short- 
ages have occurred as a golden op- 
portunity to organize for a better 
job of competitive selling. The tech- 
nique required more than just a few 
adjustments, here and there, in past 
methods. 

Throughout all industry, business 
management will one day accept the 
concept that marketing . . and par- 
ticularly that segment of marketing 
called selling is a science. To 
that end we have made significant 
progress. 

A clearer grasp has been obtained 
of the size and location of our po- 
the competition 
we face and plant facilities 
needed to serve these markets. New 
and sound techniques for long and 


tential markets 


tir 
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what’s the chemical engineer’s hobby? 


He may fancy fishing, collect stamps, 
or even play the French horn. But best 
of all, he likes to spend money . . . for 


new plants, equipment, materials and 
services in the Chemical Process Indus- 
tries. For no market has a bigger demand 
than this always-building-never-built in- 
. where equipment is obsolete 
after 8 or 10 years and more raw materi- 


dustry .. 


als are consumed than any other place 
in all manufacturing. 

This year the chemical engineer will 
have a big hand in spending $39 billion 

. and he’ll get his ideas on methods, 
materials, machines and equipment from 
the practical, prolific pages of CHEMICAL 
ENGINEERING. For this is the work-book 
that’s read by more chemical engineers 





. more key buyers than any other 
production magazine in the field. And 
with them it’s no hobby, believe us, but 
. a $57 billion-a-year 
and we, or your agency, can 


strictly business . . 

business... 

tell you just how much that means to you. 
- Chemical Engineering (ABC * ABP) 

A McGraw-Hill Publication, 

330 West 42nd St., New York 36, N. Y. 


Readership the Only True Measurement 


of Advertising Effectiveness 
MACHINE DESIGN stimulates sales 


because it stimulates its readers. Evidence 
of how well MACHINE DESIGN is read 
can be gained from the fact that every 
month an average of over 2000 indi- 
vidual requests are received from our 
readers for tear sheets of articles from 
the current issue. 


In independent readership studies, 
MACHINE DESIGN consistently occupies 
first place — striking evidence of the publi- 
cation’s effectiveness when compared to 
other design publications 


Things happen when they see it in 


MACHINE DESICH 


we SPONGE RUBBER PARTS 


¥ 


rr TOR LAMPS 


ste 


"ig 








SB 
RESISTORS — 
Il Qaey 


PIRING week: 


plac Pizaria MOTORS 


PLASTIC PARTS 


Dictating Machine—one of hundreds of electronic devices in which 
the Design Engineer is the key factor for the specification of parts, 
components, materials and finishes. Photo courtesy The Sound- 


Scriber Corp. 
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TERMINAL BLOCKS 


ELECTRONIC TUBES 
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ELECTRIC SWITCHES 
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SCREW MACHINE PRODUCTS 


VIBRATION ISOLATORS (shock mounts) 














To get your product specified on equipment, 
machines or appliances, your primary sell- 
ing job is to DESIGN ENGINEERS. These 
men are responsible for the design, engi- 
neering and salability of all engineered 
products. For help with their problems, for 
new ideas, for new advantages for their 
products, they read MACHINE DESIGN — 
the only publication edited and written 
by design engineers for design engineers. 
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General Mills Progress . . In betweer 


Stockholders get a magazine 
instead of quarterly reports 


® IF ANYONE ever undertakes to 
write a book on how to treat stock- 
holders, he will probably seek out 
most of his information from Gen- 
eral Mills in Minneapolis. For years 
the milling company has been fat 
out in front in shareholder relations, 
and whenever you hear of a new 
idea in that field, you can probably 
trace it back to something General 
Mills has done in the past 

The company doesn't hesitate to 
change a policy or a program if it 
seems to be the sensible and pro- 
Tradition 


gressive thing to do 


74 / industrial Marketing 


doesn't tie it down, or even hold it 
back. For example, a face-lifting 
has just been performed on the 
stockholder publication “Horizons,” 
and a streamlined editorial policy is 
now more streamlined than ever. 
General Mills’ basic business is, of 
course, milling . . the production of 
flour. The company, therefore, is 
not in a position to submit quarterly 
reports of earnings and sales as do 
The reasons 
First, General 
Mills must carry large grain inven- 


many other businesses 
are fairly obvious 


tories. And second, the marketing 


rts, publication gives 
policy. 


Dusiness ref 


jucts, research and_ labor 


structure for grains, the use of fu- 
ture markets, and other aspects of 
the company’s operations all tend 
to make reports for less than a full 
year misleading. 

As a result, stockholders of Gen- 
eral Mills receive only one financial 
accounting annually. Logically, then, 
General Mills reasoned that a quar- 
terly publication for its stockholders 
would be unusually useful. 

From this concept emerged “Hor- 
izons,” in April, 1947. For the past 
five years, the publication has car- 
ried to stockholders non-financial 
information about the company be- 
tween annual reports. To call it 
“non-financial” information appears 
to damn it with faint editorial 
praise; actually, the material has 
been pictorial, fresh and interesting 


It has been the 


from the outset. 





Here’s a new precision-made, heavy-duty 
sound projector that enables you to make 
maximum use of educational, training, and 
entertainment films. Designed for theater- 
quality performance, it gives you the ul- 
timate in 16mm. sound and image even in 
the largest auditoriums. 

Its design principles are unique. A 
special movement, operating in a sealed 
oil bath, transports films surely and gently. 
Separate motors drive this movement, the 
main projector mechanism, blower, and 
reel arms—eliminating belt and chain 
drives—isolating the projector from the 
shock sources these create. 

The screen image is flawlessly bril- 
liant. Kodak’s finest optical system— 


show 16mm. movies 


THE EASTMAN 
16mm. PROJECTOR 


MODEL 25 


The complete high-intensity Model 25 arc unit, 
ready for use. While designed and constructed 
to be your permanent 16mm. installation, it is 
nevertheless portable with minor disassembly.(The 
tungsten model, shown below, will be found ad- 
equate for average-sized halls and auditoriums.) 


Lumenized Kodak Projection Ektar Lenses 
f/\.5 (in a choice of four focal lengths) — 
provides a picture in sharp over-all focus, 
with a complete, natural range of color 
tones. 

The sound is amazingly faithful. 
Kodak’s optical and electronic engineer- 
ing provide high-fidelity sound, and ex- 
ceptionally stable sound drive eliminates 
mechanical flutter. Sound optics may be 
focused to get the best reproduction from 
all types of prints. 

In short, the Model 25 will stand up and 
deliver the very best in sound and image, 
year after year. For complete details, see 
your Kodak Audio-Visual Dealer, or mail 
us the coupon below. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send me a copy of your new booklet describing 
the Eastman 16mm. Projector, Model 25. 


MOTION PICTURES 


... demonstrate, train, | “A™* POSITION 


COMPANY 
STREET 








dramatize, sell 
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a new “champ” rises 


6 years of gains 
in advertising volume 


Published in Chicago, 
FOOD CAPITAL OF THE WORLD ... 


**MAGAZINE “X"’ 
The Oldest and Largest 
Advertising Volume Magazine 
in the food processing field 


The Figures: IN THE FOOD FIELD 
PAGES OF SPACE 
1945 1946 1947 1948 1949 1950 1951 
MAGAZINE ‘“X"'** 2204 2163 2046 1890 1622 1527 1524— 680 PGS. LOSS 4 
FOOD PROCESSING 355 481 588 671 667 756 820 — 465 PGS. GAIN 


Source: As published in Advertising Age—Industrial Marketing 
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PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 
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in the food field 


COMPARE THESE 
7 YEAR RECORDS 


of gains and losses aa 
in advertising space nine sb oes 
PROCESSING 


1945-1951 (cumulative) 401 PGS. 


FOOD Foop GAIN 
PROCESSING PROCESSING 
“cane 312 PGS. 
FOOD GAIN 
PROCESSING 
233 PGS. 
GAIN 


FOOD 
PROCESSING 
126 PGS. 
GAIN 


GAIN 1945* 
¢) 


LOSS 
41 PGS. 
MAGAZINE 
ogee 


LOSS 
158 PGS. 
MAGAZINE 
eye 


LOSS 
314 PGS. 
MAGAZINE 

hye 





Showing Cumulative Gains and 
Losses in Advertising Space 


MMB FOOD PROCESSING 
MMM MAGAZINE “X"'** 


LOSS 
$82 PGS, 
MAGAZINE 
7 “ye 
*1945 ended paper rationing 

LOSS LOSS 

677 PGS. 680 PGS, 
MAGAZINE MAGAZINE 

—_— “ye 


SCALE: 14° TO 100 PAGES 














Creators of PUTMAN-STYLE Magazines 


. «« terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quality 
readership; hence more READER ACTION 


and CHEMICAL PROCESSING, 111 East Delaware Place, Chicago 11 


LOS ANGELES PORTLAND SAN FRANCISCO ST. LOUIS ATLANTA 
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type of casual, friendly matter that 
has pleased the readership whether 
the individual reader has been a 
stockholder or not 


Always Informative . . The pub- 
lication, in addition to compensating 
for the absence of quarterly finan- 
cial statements, has served to im- 


plement another part of General 


Mills’ philosophy of stockholder re- 
lations 

Essentially, this philosophy em- 
braces the conviction that stock- 
holders should be kept informed of 
all aspects of the company’s busi- 
ness As Mills 
feels, the stockholders have a right 
to know about their company. And 
the management feels further that it 


owners, General 





Communications man of the month. . 


Beginning . . a new means of training 


specialists in employe relations 


Russell G. Creviston 


® MANY a young undergraduate, 


pondering his future, wistfully 
weighs the possibilities of public 
relations as a career, and wishes he 
could get into it. Even some of 
those people who are in it some- 
times wish for closer, more frequent 
shop huddles with their associates, 
to sharpen up their public relations 
knowledge 
Russell G 


lations director of Crane Co., Chi- 


Creviston, public re- 


cago, is well aware of this. For 
many years he has been a_ wise 
coach for young people, sharing his 
seasoned know-how with them 
This fall, at the Medill School of 
Journalism at Northwestern Uni- 
versity, he will see come to fruit a 
dream he has nursed for many 
years a grass roots course, with 


college credit, in public relations 
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The project representing a work- 
ing alliance between the Medill 
School and the Chicago chapter of 
the Public Relations Society of 
America, is raise the 
sights of those inside public rela- 


geared to 


tions, and those on the outside who 
want in. Mr. Creviston has spent 
many hours with his fellow-com- 
mitteemen . E. C. Logelin, Jr., 
regional public relations director for 
U. S. Steel and Don Cowell, Quaker 
Oats’ public relations head . . and 
with Reynolds Seitz, chairman of 
the Chicago division of the Medill 
School 

Out of this work has come a pro- 
gram that promises no mere series 
of lectures by people distinguished 
in their various fields, but bedrock 
guidance. Mr. Creviston wants no 
appreciative but wide-eyed alumni 

he wants finished products, ready 
and able to roll up their sleeves and 
go to work. The course is gaited to 
produce them 

He sees a large and increasingly 
important role for schools of jour- 
nalism, above and beyond their basic 
function of training potential news- 
papermen. He feels that industry 
may some day turn to such schools 
for its public relations personnel, its 
practitioners in employe communi- 
cation, just as it now turns to the 


That day, he 
He hopes to 


campus for engineers 
feels, is not too far off 
speed it by giving force and signifi- 
cance to the public relations course 
this fall 


is up to management itself to supply 
the stockholders with as many facts 
and interesting sidelights on opera- 
tions as can be made public. The 
net result, the company believes, 
should be greater pride of owner- 
ship in the organization, better pro- 
motion of company products and 
services by shareholders, and a 
broader ownership base. 

The original “Horizons” was of 
standard magazine size; the face- 
lifted successor is somewhat smaller 
(6x9”"). The response to the first 
issue was immediate and loud; the 
authors of this department recall 
that, when the first issue of “Hori- 
rhapsodized 


zons" appeared, they 


over it in a lengthy review, and 
noted with interest that others in 
the tield did the same thing. 

In 1951 the company’s department 
of public services decided to im- 
prove the magazine by applying the 
experience gained from five years 
of publication. Opinion studies had 
shown, for example, that 
holders want full 
everything that affects their inter- 
ests as owners of the company 


share- 
information on 


the new “Horizons” leans heavily, 
therefore, on research and the com- 
pany’s potential for growth. Surveys 
had also disclosed reader interest in 
employe relations; again the new 
“Horizons” tries to cover regularly 
the high points of the company’s 
personnel policies. 

The survey revealed reader inter- 
est in other types of articles, and 
the disclosures might prove of in- 
terest to others engaged in, or about 
the business of 
communicating with stockholders. 
Here are some other topics named 


to be engaged in, 


by shareholder-readers: 


Diversification .. Although the 
production of flour, as pointed out, 
is General Mills’ principal occupa- 
tion, there are other activities of 
The com- 
pany was urged in the survey to 
them. In other 
words, the survey suggested that 


interest to stockholders 
tell more about 


those in industrial communication 
spread their editorial horizons, and 
cover subjects somewhat off home 
plate from time to time. 


Taxes vs. Earnings .. It’s a 
popular theme, although an unpopu- 
lar subject. Stockholders wanted 





Here’s a way to get better combustion out of your sales engine... 
with non-premium fuel. 








Follow one of the oldest principles of selling and apply your greatest 
power where your greatest potential is. 





If you sell industry, then your market is packed into 650 counties 
out of all the U.S.A.’s 3,072...each worth $10,000,000 or more in 
manufacturing... all accounting for 92.9%. of this country’s manu- 
factured goods. 


—- 


rr 





If you sell industry, that means putting your advertising in the 
Sunday New York Times, because The Times puts 1,000,000 newspa- 
pers into their 650 counties... bought and paid for by those same 
businessmen you want to sell. 





\ 


And if you want to catch them at peak interest, you specify “REVIEW 
OF THE WEEK” because more and more businessmen tell us they are 
reading this newsreview regularly ... and like it. 








Ask your agency, or ask us, for the rest of the story. 


The New York Cimes 


REVIEW oF tHE WEEK 


the newsreview you get every Sunday exclusively 
with The New York Times 











to know how taxes were tickling 


their pocketbooks 


Labor Negotiations . . Many 
company managements will argue 
that stockholders are not interested 
in what's going on at the bargaining 
table. They are, for two reasons: 
First, the outcome of the negotia- 
tions direct 


bearing on stock, and second, the 


generally has some 
state of labor relations is quite often 
a barometer as to the employe phil- 
osophies of the management. Gen- 
eral Mills appears to stack up very 
well in this department. 


Promotion of Products . . It's 
clear that stockholders want to 
know about and if possible see the 
promotional push their company 
puts behind the product. They were 
elated with the issues of “Horizons” 
with the inserted postcard which, 
when filled out and returned, en- 
titled the stockholder to some GM 
food product it was tangible evi- 


dence of promotion consciousness 


New Products . . Stockholders 
obviously want to know what’s in 
It spells 
It’s a sign of 


"the hopper for the future 
growth and security 
progress 
' The company might have added 
to these, as a result of reading be- 
tween the lines of the surveys, those 
*ace in the hole” values that do not 
show on the balance sheet. For 
example, General Mills’ stockholders 
@re vitally interested in Betty 
Crocker activities 

All of these designated interests 
were used as guideposts in plotting 
the new “Horizons.” So was the 
fact that approximately 45°% of com- 
pany stockholders are women. As 
a result, features of specific interest 
to homemakers were established as 
a “must” for each issue 

Since many readers of a_ stock- 
holder magazine are naturally se- 
curity analysts, interpretive statisti- 
cal material was also made a part 
of the first issue and will continue 
All material, 
of course, is designed to supplement 


to be used frequently. 


other informational pieces and pro- 
grams, such as the company’s an- 
nual report, regional meetings for 
stockholders and dividend inserts 
The magazine is used to inform 


stockholders of General Mills’ far- 
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Just Looking. . N 


flung community activities, and in 
the current issue is featured a re- 
port on the showing to school-chil- 
dren of the new General Mills slide 
film, “We Depend upon Each Oth- 
er.” 

Physically, the new “Horizons” 
was tailored for busy modern, peo- 
ple who have little time to read. It 
uses full-color, attention-grabbing 
covers, and no article takes up more 
than two printed pages 

Recently, a survey by a leading 
research organization showed that 
71% of stockholders want more than 

their 
stock- 


reported, “is 


information about 


“The 


holder,” the survey 


financial 

companies typical 
not satisfied with earnings and div- 
idends alone. He wants a broader 
knowledge of his company and a 
General Mills 


has added this observation of its 


closer relationship.” 


own: “It is simply good manage- 


shareholders in 


supporting their company and hold- 


ment to interest 
ing their stock, and to induce others 
to acquire stock.” 

“Horizons” seems to be carrying 
out these purposes of good manage- 
ment. The response that it has 
brought up to now indicates that it 


has made a good investment. The 
first post-conversion issue drew 
many questions for the feature, 
“You Asked Us” . . more questions 
than had been submitted during any 
prior two years. In addition, it at- 
tracted letters of comment on spe- 
cific company programs, particular- 
ly the company’s program of basic 
economics education. It’s edited by 
a woman, Bernice Bursley, at 400 
Second Ave. So., Minneapolis 1; it 
is worth writing for, studying care- 
fully, and following as a model of 
established value. 


Raymond L. Sutton 
engineer, Tractor & Ind 


a + 


Edward Doucet, Jr. . . sales engi 
the Detroit office, has been named 


Detroit 


rtising manager, Vickers, Inc 
er of hydraulic equipment. 
Holt McAloney . . has resigne 


X itive ina 








1952 Municipal Index. . . 


... now on the desks of thousands of city engineers, administrative officials and 
purchasing agents from coast to coast, contains a world of brass-tacks informa- 
tion on one of America’s great expanding markets — a market which is tax- 
supported, depression-resistant, and which provides essential services in war 
and peace. 


291 leading suppliers of equipment, materials, and services for this great market 
carry catalog advertising copy in the 26th edition of the MUNICIPAL INDEX. In 
addition you will find editorial material on each major branch of public works 
activity, and 42 pages of classified up-to-date where-to-purchase listings. 


We want every forward-looking industrial advertiser and agency to examine 
this 1952 MUNICIPAL INDEX. If a copy is not readily available to you, drop us a 
line or phone us at the nearest address shown below. 





Municipal 
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RAILWAY AGE | 




















0 Camelia Caneel ot Far aren ee These pages illustrate how RAILWAY AGE is a 

aoe : = clearing house for information on improved 
operating procedures and modern management 
methods. RAILWAY AGE is the only railway busi- 
ness publication that covers the whole field of 
important developments weekly, while the news 
is still news. 























RAILWAY AGE leads all the publications in its 
field in the number of advertising pages—proof 
that its bigger advertising value is recognized 
by manufacturers of railway equipment and 
supplies. In the full year 1951, for instance, 
RAILWAY AGE carried more advertising pages 
than the next two publications combined, 











FIRST FOUR MONTHS 1952 














“specialized monthly publications 
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Age |e” 


* 


advertising value 
increases as more key 
railway executives 
buy their own copies 


RAILWAY AGE provides top management men 
and traffic, operating and other departmental 
executives with the current railway informa- 
tion they must have—and it does this every 
week, while the news is still news. 

The importance of this is seen in the paid 
circulation growth among the important buy- 
ing influences—as shown in the chart. Here is 
evidence that RAILWAY AGE editors are match- 
ing the interests of the men they serve. This 
means the kind of reader attention that builds 
advertising value. 

RAILWAY AGE’Ss strong position is based on 
editorial leadership, news impact, and business 
viewpoint. Its 27 editors (one of the largest 
staffs in the business publication field) keep 
RAILWAY AGE on top of events. They not only 
report the news, but interpret it as well in terms 
of the readers’ business interests. They dig out 
trends and explore their possibilities and prob- 
abilities. They report new applications of prod- 
ucts on railways and their effects on operating 
efficiency. They know the language and they 
know what information railway men need to 
help them make and back up their decisions. 

Readers show their appreciation of this kind 
of editorial leadership by voting RAILWAY AGE 
as the publication doing the most for the rail- 
way industry. 


in paid 
railway circulation 


breakdown of paid railway circulation 
increase over the past 24 months 





45.2%* 





152.8% * 




















* per ge indi increase over 1950 





From May 1950 to March 1952 RAILWAY AGE 
shows a 95.5% increase in the kind of circula- 
tion that counts among the key buying factors 
of the industry. High renewals—currently 84% 
—clinch the fact that railway management men 
and department executives recognize RAILWAY 
AGE as the authority on railroad matters. 

When a business publication steadily gains in 
paid circulation and maintains a high renewal 
percentage, it means: 

1. The editors are really on the beam in serving 

the interests of readers. 
2. Assured reader attention. 
3. Intensified coverage of the buying power. 


Railway Age is part of the Business of Railroading 


RAILWAY AGE * SMMONSBORRDMAN Gus 7 wares sie ABD 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 


ABC) 
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Sales Tips from Industrial Purchasing Agents 


The salesman is always a welcome indi 
vidual, parucularly one who ts thoroughly 
familiar with his product and the policies 
f his company. I have repeatedly stated 
that a salesman ts the Purchasing Agent s 
best friend and should be treated with the 
utmost respect, if for no other reason than 
his contribution to the buyer's fund of 
knowledge. I can honestly say that some 
f my best contributions to our business 
vere made possible through the fine co 
yperation of some salesman or group ot 
salesmen selling a similar product,” savs 
S. J. Furty, Purchasing Agent, The Osborn 
\lfg. Co., Cleveland, Ohio 


\ major part of the Purchasing Agent's 
job is to keep abreast of new develop- 
ments in manufacturing and engincering 
that can affect his own business. This ts 
the sort of knowledge that enables him 
to do a competent job for his company 

for today and for tomorrow. We look to 
the salesman to bring us complete in- 
formation on such developments within 
the company he represents. Our interest 
grows When he shows that he knows our 
products well enough to suggest how these 
developments can help us,” savs W. H 
Clark, General Purchasing Agent, Amer 
ican Locomotive Co., New York, N. Y. 


“The best salesmen consider an order the 
beginning of their job, and follow through 
by acting as our representative with their 
company. Many of our quality improve- 
ments and cost reductions are the result 
of a salesman’s interest in our welfare. A 
well-seasoned salesman is a firm believer 
in the theory that an order is good only 
if it is mutually profitable. In times of 
scarcities, they sell only what they can 
deliver and are sincere and honest in keep- 
ing us advised regarding availability and 
price,” says R. H. Diesel, Director of 
Purchasing, Yale & Towne Mfg. Co., 
Stamford Division, Stamford, Conn. 


Men like these make markets— 
38,500° of them read PURCHASING 


Today's purchasing agent is more than a buyer. He is concerned with 


long-range planning, with product improvement, with production meth 


ods in his own and suppliers’ plants, with scheduling and inventories 


to support the manufacturing program 


and with finding the products 


and sources that will contribute most effectively to reliable and profitable 


C Ompany operation, 


To do his job, the PA relies on both your selling avd your advertising to 


bring him the facts he needs 


the facts about your product and facilities. 


Make sure your advertising reaches him! 


Use the one magazine PA’s read regularly, PURCHASING ... the 


basic magazine on any industria 


205 East 42nd Street, New York 


! advertising schedule! PURCHASING, 
17, N. 


Y. Offices in 


( hicago, Cleveland, Dallas, Atlanta, Los Angeles 


*Based on survey, copy on req 


When you think of 
selling...think of 
PURCHASING 


@ ua 





copy chasers 


29 prize ABP ads show you 
how to do a better job 


® THIS YEAR, once again, we have 
been asked to look over the winners 
of the Associated Business Publica- 
tions awards for advertising in the 
merchandising magazines, and make 
our comments. Next month we'll 
talk about the winners in the in- 
dustrial publications. 

This year, as last year, we feel our 
slip is showing as we go about this 
task. We're self-conscious, as we 
should be, in judging the already 
judged . . lest someone think we are 
judging the judges, too. And these 
are men and women whose selec- 
tion and comment are not to be 
sneezed at or sneered at . . for they 
are retail executives and buyers, 
merchandising and advertising man- 
agers, the all of them. 

So this year, we’re going to be 
just a little bit smarter than here- 
tofore. At least, we hope so. 

What we can do is look at these 
winning advertisments as creative 
people and attempt to analyze them 
so they will be more helpful to other 
people creating merchandising copy 
and layout. But perhaps we can 
go a step further than this, and also 
make our comments useful to the 
man who may have to create a page 
about a pump, or pipe, or valves. . 
the industrial advertiser. 

For, remember, 
precious ingredient in merchandis- 
ing copy that is all too often missing 
in industrial copy . . a life, a bounce, 
an enthusiasm, that extra impact 
of all-out belief in the product. 


there is one 


Start with Wear-Right . . Wear- 
Right received first award for ad- 
vertising to introduce new products, 


new packaging or new develop- 


ments. That’s an opportunity any 
advertiser might face. 

The ABP judges said, “The cam- 
paign is consistent in appearance. 
It’s timely . . has a punchy sales ap- 
proach. Ads speak ‘high fashion’, 
talk retailers’ language to the point. 
Strong identification of brand name.” 


Take a good look at the Wear- 
Right ad on this page. Do you agree 
with the judges? We do. 


Bear this in mind right off the bat. 





bs 


ah im feature 


pic 
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The key to this advertisement is its 
sheer simplicity. Actually, of course, 
it’s an ad-within-an-ad . . that is, 
a consumer ad merchandised to the 
trade. But look how easily, how 
naturally that trick is accomplished. 
Here’s the consumer ad, give it a 
gentle tilt for eye-interest. Below 
it, handle the headline naturally, too 
plus modest copy block, quiet 
signature, and there you are. 

This wouldn't be so startling if it 
weren't for the fact that so many 
advertisers (in all fields) manage 
to mangle similar situations with in- 
volved lettering, tricky layouts, su- 
per-size sigs, etcetera. 

Note also, while you're at it, the 


the fow the most exciting rayon patterns 


Vanished 
American! 


juce new pr 


jucts, new packaging, or new devel 


w ROBBINS wow fai 


pments 
winning agency) Uncluttered thinking 


why him? Robbins fashion flavor. 
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the 


sweet simplicity, 


ad-within-an-ad 
itself! Five 
hands, five fingers 
Great big numerals 1-2-3-4-5 
One line of copy below each illus- 
Cleanly handled, well- 
displayed trade name 

Sure, use the 
brand thinking to 
take care of an equally direct ap- 
proach for tanks or motors or light- 


makeup of 
Ah, 


models, five 


tration 


you could same 


of uncluttered 


ing fixtures or lots of other indus- 
trial products. Why don’t you try 
it? 

The other “merit” winners in this 
first ABP group are marked with 
this same happy simplicity. True, 


Blumenthal & Co. gets somewhat 


' 
a lion's share of the sales! 


= 


te produc 
John Falkner 


is 


cozy with a synthetic clock in its 
ad on LeChic Rhinestone buttons 

. “Right Now . . Rhinestones” but 
it still is a modern, attractively used 
device 

Speaking of modern, Dunbar Fur- 
niture really believes in letting the 
product sell itself. In an exquisitely 
designed page, it large, 
graceful display, “Dunbar for Mod- 
ern” .. shows two shots of a hand- 
some chair, two-line description and 
If your product's ap- 


says in 


bows out 
pearance is truly one of its strong- 
est sales assets, you, too, can do this 

Robbins Mills, also in this group, 
has more of a Vogue-Harper’s fla- 
vor about it “for the most excit- 
ing rayon patterns look at Robbins 
new fall suitings.” You know, gim- 
mick where the model's head comes 


peaking through one of the giant- 
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t features and 


Opy 


sized “O's” in LOOK, swatches of 
fabric pinned to the ad (photo- 
graphically, of course), lots of italic 
in text. 

Text, incidentally, says exactly 
what you think it says . . that the 
trade is talking about Robbins new 
suitings. Then, patterns and quality 
and a warning, not to get left be- 
hind. There are a few slightly tired 
words and phrases, such as “excit- 
ing” and “the biggest news” . . but 
now we're getting sharp-eyed. 

No-Sag-Spring Co. attempts to 
sell a new idea in furniture spring 
construction, trying to get retailers 
to break with tradition . . by point- 
ing up in illustration and headline 


t information 
Id device (fF 


Arndt & Did very 
x BACs 


the fact that nobody cranks an auto- 
mobile any more. Or as the head- 
line labels it, “Lo! the Vanished 
American!” We don’t think they 
had to drag the poor guy in. We 
think this is the only ad in the lot 
that misses its mark. Sorry, jedge! 


Genesis: Division Two. . Or, as 
the ABP defines it, Advertising to 
promote product features and give 
product information. That really 
puts us at the beginning . . for any- 
one. 

Belrug Mills got the loving cup 
here. Judges called it thus, “Talks 
dealer's language. Headlines point 
up main objectives. Copy, short 
and concise, gives the dealer the 
product's features for use in his own 
sales presentation. Series is con- 
sistent in appearance and sales ap- 


Srancing 


proach. Has clever, but not tricky 
pictures that tie-in the feel of prod- 
uct.” 

Take a look. Do you agree? 
don’t think we do. 

At least, not at the start . . for 
the first thing we see is a prancing 
lion, cut out of carpeting and this 
is a very old device, indeed, in the 
rug business. (We've even done it 
ourselves years ago.) Next, a head- 
line, “Take a look at the leader, 
Gentlemen .. . for a lion’s share of 
the sales!” How trite can you get? 
Good corn we can stand, but this 
is pretty feeble headline writing. 
If there’s a real reason the judges 
selected this ad as a winner, we 


We 


lion cut from rug) intrigue the judges? 


American Pencil . . wonderful l.o. 


don’t think we've found it so far. 


So let's try the text: 


There is always one leader, gentlemen 


and today that leader is Wunda Weve. 


Oh, no, not that! 
ing .. 


Let’s keep go- 


is America’s most copied carpet . 
the only carpet with the dramat- 
look 


ind still 


ically different that women want on 


sight 


Nothing yet. Carry on, Murga- 


troyd.. 


See the warmth of welcome in that won 
jerful Wunda Weve look and you'll know 
at a glance why Wunda Weve’s setting 
sales records in large stores and smaller 
stores, in department stores and specialty 


stores 


Know anything about the product 
yet that’s worth knowing? Remem- 
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Last year, the Studebaker Corpora- 
tion modernized its gray iron foundry 
and jumped the piant’s capacity 
from 200 tons to 400 tons of auto- 
motive castings per day. An iso- 
lated case?—not by any means! 


This progressive move by Studebaker 
merely points up the fact that the 
growing demand for castings is mak- 
ing the foundry industry one of the 
most active of all industrial markets. 


... foundries spend over $1,000,000 
hourly for materials 
and supplies! 


.. value added by manufacture by 
foundries is $12,000,000 daily! 


. . total value of foundry production 
approximates $104,000,000 
weekly! 


. . foundry capital investment in 
plant facilities and equipment 
exceeds $8,000,000 a month! 


. castings production last year 
hit an all-time high of 
19,000,000 tons! 


The way to blanket this dynamic in- 
dustry is through your advertising in 
FOUNDRY. It will reach over 45,000 
foundrymen who influence buying in 
the foundries which account for 949% 
of all castings production. It’s Time to Sell to Foundrymen 





WHEREVER METALS B& ARE CAST 





Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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reece ph rts 


ber, this classification is for product 


information. Shall we continue 


Okay! Fourth 
we're finally getting a taste 


paragraph and 
Now, 


the windup 


Your 


appeal your decision. 


Honors, sorry we have to 
We'd hate to 
say you were intrigued by a series 
of nice layouts, all with cute animals 
cut out of rugs, but you couldn't 
have read this copy carefully and 
voted the way you did. It just 
echoes too many of the very things 
you protest most about when you 
make 


about copy addressed to you. It's 


speeches or write articles 


guilty of weary words such as 
“leader, lion’s share, most copied, 
dramatically different, women want 
on sight, setting sales records, fur- 
niture flattering.” We'll bet if you 
open a copy of Retailing Daily right 
this minute you can find a couple 
of dozen ads singing the same tired 
tune 

And finally, and this is the greater 
evil .. what information does it give 
the reader? Does it tell him why 
it’s the most copied, who is copying 
it, what makes it dramatically dif- 
erent, what sales records and in 
what stores, why it flatters furni- 
ture, what colors it comes in, why 
it can’t be matched or copied? 

If we are being unnecessarily hard 
on these poor guys, it’s only because 
we can't figure out how professional 
judges cross themselves up 


In Contrast .. “Dash” . . Here's 
a trade spread on the Armour dog 
food that is straight product infor- 
mation, and nothing else but. It 
even uses a formula that is the 
question and answer technique, and 
That’s what 


devices are 


that makes sense, -too 
legitimate advertising 
for. Knowing them, and when to 
use them, is a part of the writer's 
stock in trade. 

Anyway, Armour starts out di- 
“Can these 7 


rectly, you answer 
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questions about DOG FOOD?” And 
then, with effective, child-like sim- 
plicity, it asks each question and 
answers it. No need to go into de- 
tail, the tenor of the questions will 
need 


give you all the clue you 


Example: 


Judges, this time we're sitting 
right up there on the bench with 
you all How about a delicious 
plate of Dash, gentlemen? 

Two other 


group, American Pencil and Amer- 


“merit” ads in this 


ican Seating. The pencil layout is 
wonderful, but that’s about all we 
about 
we're working right from the ABP 
booklet and our tired old eyes can't 
read the text of either ad. 


can say either ad because 


Merchandising Consumer Ads. . 
This, of course, is one of the biggest 
jobs your advertising to dealers, 
jobbers, distributors and the trade 
Usually starts with the 
reproduction of a coming consumer 
ad and a big pep talk on schedules, 


coverage, “tie in with this.” You 


has to do. 


know. But let’s see what goes on 
with these ABP winners. 

Kid Leather Guild cops the cup. 
“This 


because of 


According to the judges 
campaign was chosen 
(a) the originality and difference 
in approach of each ad; (b) clear, 
concise copy; and (c) its dignity 
which commands respect and in- 
terest.” 
We can't 


cause we've only seen one ad. Al- 


comment on (a) be- 
though it is interesting that the 
same judges that liked the Wear 
Right and Wunda Weve campaigns 
because they were “consistent in ap- 
pearance” like this one because it 
were tired of 
this time. Not 
that the pro or con of this is too 


isn't. Maybe they 


“series of ads” by 
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important. There’s something to be 
said for each point of view. 

The general atmosphere of the ad, 
This is 


noteworthy because one of the pur- 


itself, is on the plus side. 


poses of the campaign was to “cor- 
rect clerks’ association of kid with 
On the other 
hand, layout appears unnecessarily 


lower fashion lines.” 


involved when you really get into 
it. Copy, praise be, is clear and 
About the ad’s “dignity” 
. that’s getting 


concise. 
we wouldn’t know 
pretty abstract. 
Owens-Illinois Glass, holder of a 
“merit” badge, has a pretty conven- 
tional treatment, reproducing a con- 
sumer ad “Appearing in April House 
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Textile production (based on fiber con- 
sumption) for first quarter of 1952 was 114%, 
ahead of the quarterly average for the last 10 
years. It was 20°, ahead of the rate recorded 
in the lowest year (1949) in that period and 
only 7%, below the rate for the best year 
(1942). 

The sentiment of the industry points to a 
probability that the second, third, and fourth 
quarters of 1952 will surpass the first quarter 
by margins that will increase as the year grows 
older. How can 1952 then fail to rank among 
the really good years? 





that promise economies of operation or better 
quality of output. Annual investment in new 
plant and equipment has averaged about 
$600,000,000 in recent years; the annual main- 
tenance and repair bill totals about $300,000,- 
000; and, on top of these expenditures, the 
Census tells us that the industry spent $6,000,- 
000,000 on consumable equipment and sup- 
plies in 1947, a fairly representative year. Cur- 
rent annual textile production is estimated to 
reach $15,000,000,000 in value. 

Sales opportunities in such a large industry 
are correspondingly im- 





Whether the market 


mense. TEXTILE WoRLD 


for various textile-mill DISTRICT MANAGERS has been the channel for 
products temporarily Ralph L. Chisholm, 1427 Statler Bldg., Boston 16 contact with textile mill 
swings up or down, mill M. C. MacKenzie, 520 N. Michigan Ave., Chicago 11 men for over. 600 adver- 


John G. Sabella, 1510 Hanna Bidg., Cleveland 15 


management in this James Cash, First National Bank Bldg., Dallas 1 tisers annually. Let your 


modern period keeps its 


Joseph H. Allen, 1111 Wilshire Blvd., Los Angeles 17 
A. W. Fisher, 330 West 42nd St., New York 36 


TEXTILE WorLD repre- 


eye on developments J. C. White, Jr., 330 West 42nd St., New York’36 sentative present the de- 


H. C. Harvey, 17th and Sansom Sts., Philadelphia 3 


and keeps its bank ac- J. W. Oteereon, 68 Polk St., San Francisco 4 tails as to how TW can 
count fluid to buy new Wa. G, Aalenaes, Ben 1597; Tiyon, HG serve you in cultivating 


equipment and supplies 








this fertile field. 





FIRST in circulation 


FiRsT in readership 
First in buying-power 


penetration 


A McGraw-Hill Publication 


FIRST in advertising 
volume 


330 West 42nd Street, New York 36, N. Y. 
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There is no substitute for successful 


Victor Bensfactusing & Gasket Co. Premed Steel Tank Company 
gaskets and oil seals drums, barrels and cylinders 


SEALED TO ORDER 
by VicroR 


Sr ar ny os gt bar ang 


w Vicron . oa 


scteiedtaned 


The Oliver Corporation 
industrial tractors Fairbanks, Morse & Co. 
and allied equipment power and pumping equipment 


3 — 
thet Mekes OLIVER Crowler Trectors 
Borter for ALL Pipe Line Work! 


wee 


—- Pa OLIVER Bd 
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Specialists in durable goods and services for home, 








Gardner-Denver Company 
rock drills and compressors 


experience 
In Advertising to the 


Ch lrdliiley for example 


Here are The Buchen Company clients. 
serving the oil industry—and typical 
advertisements which The Buchen Company 
prepared for them. 


Each ad you see here is but one part of a successful Buchen Company 
campaign. 

Each campaign is but one phase of & program that may cover market SESS 
helps . . . merchandising plans . . . every service that makes selling more 
effective. 

Finally, these pages show but one category of The Buchen Company’s 
experience. This space can and will be filled time and again—with suc- 
cessful names in other lines of durable goods and services. 

For products of this nature, we believe there is no equivalent else- 
where for the experience you find at The Buchen Company. It goes 
back over 29 years .. . it goes forward every day. 





Mathias Klein & Sons 
straps, 





THE 
32 On On SB ORE GEO MY eeaWa ae DAILY NEWS BUILDING, CHICAGO 





& Garden.” Blue Bell Inc. talks 
about “Swinging business your 
way,” talks about its consumer ad- 
vertising, but makes its biggest play 
on the Blue Bell “Qualitag.” 

Best of all in this class, we like 
General Electric’s Telechron depart- 
ment because it’s human, informal 
and highly readable “Please ac- 
cept our apology in advance! You 
May Hate Us for This.” Any ad- 
vertisement that recognizes the 
dealer as a human being is all right 
for our money 


Multiple Pages . . This is, in ef- 
fect, really more of a layout and 
pictorial technique than copy, al- 
though copy plays its part. It’s 
mostly a matter of massing adver- 
tising weight in a single issue of a 
magazine with three or more con- 
secutive pages (as the ABP defined 
it) for maximum dealer impact. For 
certain products or situations, it has 
its place for any business advertis- 
er. Asa matter of fact, it isn’t used 
often enough 

Landers, Frary & Clark got the 
first nod here for six pages on be- 
half of its Universal Coffeematic. 
Opening page is purely and simply 
a poster “Universal Coffeematic 
first choice of millions!” Next, a 
spread, big display of Coffeematic 
on tray with cup, etc., plugging 
“better coffee automatically!” Then, 
another spread (one of those you 
have to turn on its side to read), 
detailing specific Coffeematic fea- 
tures. 

Then, a back page, all about Cof- 
feematic’s “First in advertising, too!” 
The beauty of this approach is that 
it really gives you room to move 
around .. play up pictorial elements, 
get into lots of useful detail, and 
create a generally impressive atmos- 
phere. As we said before, we don't 
know why more advertisers don’t 
use it at the right time, unless they 
don't believe enough in advertising 
to feel it will pay off. Properly 
done it will! 

BullDog Electric Products gets a 
“merit” award in this group . . three 
pages, good, big, buckeye Gothic 
type treatment just goes bang! 
bang! bang! It’s pushing a new 
Bulldog line. Yes, it does. 

Sealed Power Corp. gets one, too 

eight very busy pages on its 
“Sealed Power Piston Rings,” start- 
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Frary & Clark 


ing out with an illustration of a 
board fence, complete with large 
knothole . . “Don’t stay outside 
peaking through the fence!” Yeah, 
you're right, it does continue 
“Come on and play ball with Sealed 
Power Piston Rings.” We dunno, 
maybe that’s the way you have to 
talk to automotive jobbers. No 
quarrel with the rest of the stuff, 
it slams home the product’s many 
virtues with good effect. 

Kind of interesting the way ads 
take form from their environment. 
Maybe just like people. Because if 
the Sealed Power ad looked like the 
backroom of a garage, this Holland- 
er nine-pager certainly looks like 
the pages of Vogue. It’s a lengthy 
review of Hollander advertising in 
the fashion magazines, newspapers, 
ete. with lots and lots of reproduc- 
tions of same, artfully staggered 
around its pages as only a Vogue 
layout man could do it. (Think of 
the tremendous novelty it would 
have in a completely foreign field, 
like a heavy industry publication.) 
It’s powerful, mighty powerful 
a real, solid job. 





..-STOCK AND SELL THE NEW BULLDOG 
“BREAK MASTER SWITCH FOR ALL TYPE 
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Seasonal Promotions . . Here the 
merchandiser is right in his element. 
Seasonal selling is practically his 
religion, so he can let go in full 
faith, And Lewyt, the vacuum 
cleaner people, do just that . . “Roll- 
man’s in Cincinnati Sells 34 Lewyts 
in Only 3 Days!” Sure, the judges 
say “the theme is old and the pres- 
entation is corny” but if there is 
anything dealers would rather do 
than sell goods, it’s read about how 
other dealers are selling goods. 
American Viscose in the “merit” 
trio offers a really fresh approach, 
in its attempt to break down resist- 
ance to the use of rayon in winter 
suits for men. Across the very top 
and bottom of a two-page layout 
is a long rack of suits, a salesman 
standing in front of each. Arrow 
cuts vertically through the left hand 
page, pointing to each salesman. 
Headline picks up from there 
“Downstairs-Upstairs all stores are 
buying heavier weight rayon suits.” 
It dramatizes the situation superbly. 
Cohn-Hall-Marx had the problem 
of providing a high fashion, high 
quality atmosphere in its spread 


Siete 
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“HOW DOES 


READERSHIP OF EDITORIAL 


PAGES AFFECT ADVERTISING ?° 


Case Study Shows: 


PUBLICATION READERSHIP EXTENDS EQUALLY 
TO EDITORIAL AND ADVERTISING PAGES. 


PROJECT: To determine the relative readership 
between editorial and advertising matter. 


PROCEDURE: A questionnaire directed to alter- 
nate names on a mailing list of the metalworking 
industry was divided into three equal groups. Let- 
ters were identical except for the question asked. 
Group A was asked: ‘‘What metalworking publi- 
cations do you read regularly?’”’ Group B: “In 
what metalworking publications do you read the 
advertising most thoroughly?” Group C: “Of the 
metalworking publications you read, which pro- 
vide you with the most helpful editorial material?” 


RESULTS: As shown on the accompanying chart, 


there is a direct relationship between the reader- 
ship of a publication’s editorial matter and its ad- 
vertising pages. 


CONCLUSION: A company which puts its adver- 
tising in a publication known to have top quality 
editorial matter may expect high readership of the 
advertising pages. 

* * 


A complete report of the above study is contained in 
our Research Department's Laboratory of Advertising 
Performance Data Sheet 41060. If you want facts re- 
garding this or other subjects related to business paper 
advertising, ask your McGraw-Hill man. 








A. GENERAL PREFERENCE 
AG. 


B. ADVERTISING PREFERENCE 


C. EDITORIAL PREFERENCE 


Percentages exceed 100% as some men read more than one magazine. 





McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


M-GRAW HILL gia 
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on Cohama pure silk organdies, 
which it does beautifully, even down 
to actual swatches of the fabric 
The big story here is in the effect 
rather than in the copy per se 

And in direct contrast Owens- 
Corning Fiberglas just bangs away 
in giant-sized letters, “Fall promo- 
tion on Dust/Stop filters starts Sept 
20th.’ 


Sales Promotion Aids . . The best 
way to get a dealer to use a sales 


promotion aid (assuming it is intel- 


ligently created for his needs), is to 
take him right by the hand, and 
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lead him as in the steps of a dance 
“one, two, three, glide.” And 
somebody you never 
heard of Hornstein Photo Sales 
got the big award in this group” 
(ABP Division 6). Here, the head- 


lines tells exactly what’s to come 


that’s why 


“Here's how you can sell more 
Photo Suppl es by backing up the 
‘Send a Snapshot’ Campaign in your 
windows!’ Who says you can run 
great big long headlines like that? 
Only the hundreds of dealers who 


do exactly what you want them to 
do. Remainder of ad is entirely clear 
and specific as to just what the 
dealer must do . . to get the prom- 
ised result. Lovely! Lovely! 

Bolta Products’ approach is the 
conventional booklet offer with cou- 
Faster 


> 


pon .. “Want bigger profits: 
turnover? Send for this free book.” 
Bigger profits, faster turnover, wid- 
er margins, yak, yak, yak don't 


you think they sound like the 


broken record to many dealers? 
DuMont Television shows a Madi- 
son Avenue concept in illustration 


of what a TV dealer should look like 





you're looking at a living slice 


of the Construction Equipment market 


The confidential call list of a construction equipment salesman — it’s a living 
slice of the market—really the only record you can depend on. 


Why? Because heavy construction is one of the most difficult of all markets 
to define and keep track of. 


You just can't follow it by remote control. You have to be right on the scene, 
Much of it moves. Jobs get done and buyers are up and away —sometimes 
hundreds or thousands of miles to another job. 

And who are the buyers? Contractors? Certainly! Highway and public works 
officials? Certainly! And quarries, loggers, mines, sand and gravel pits. 
But that’s just part of the market. Add certain utilities, certain big 
manufacturing plants— perhaps a cemetery, a ranch, a monastery. 

But which? Some do their own earth-moving. Some sub-contract it. 


The salesmen of the local construction equipment distributor know which are 
buyers, and which are not. They hare to. 


Their confidential call lists are the always up-to-the-minute blue book 
of who's who in the buying of construction equipment. 

These confidential lists—more than 800 of them throughout the nation— 
make up the circulation of Construction Equipment. 


Let us tell you about the astonishing results produced by this 
extraordinary circulation method. 


{ Conover-Mast Publication, 205 East 42nd Street, New York 17, N. Y. 
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(but doesn't) It’s plugging the 
DuMont “Chassis Story.” The TV 
receiver, itself, is adroitly used 
ad shows one DuMont in window, 
another inside the shop, and a third 
at the bottom of the ad 

Here’s Lewyt again, in the “merit” 
line in this classification. It has 
movies for dealers to use. So half 
the ad is a big headline “Make 
Thousands of Home Demos in a 
Minute with New Lewyt TV Films!” 
Could you do better? 


Institutional, Policy and. . First 
Bloomfield Co 


“Whether business goes up or down 


award winner, 


the right dress business stays on 
top!” Dunno It really doesn't 
seem to have much substance 

American Thread Co., one of three 
“merit” winners has a good gismo 
in “Do you know how to match 
thread to fabric color?” Blouse- 
maker, Inc. looks to us like it’s try- 
ing a mite too hard with big photo 
of horse-faced babe scowling, head- 
line, “To hell with blouses!” 

But the one ad that does intrigue 
us in this set is Armstrong Cork’s, 
“Who walks farther a housewife 
or a salesgirl?”* Designed to help 
retail salesmen sell more shoes made 
with Armstrong’s Cushion Cork 


Me 
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Swell headline, and text is solid with 
good selling information. We like 
Do You Learn & Earn? . . The 
purpose of this column was, is, and 
always will be not so much to tell 
a particular advertiser what he did 
well, or did poorly . . but by ex- 
ample, good and bad, to help all ad- 
vertisers as much as possible. Ob- 
viously, any review of merchandis- 
ing advertising should help mer- 
chandising advertisers most, but as 
we indicated earlier, there’s lots here 
for the alert industrial advertiser 
The subject matter of the lesson 
the very well-meant lesson is 
different today than yesterday 
But the underlying principles don’t 
change from year to year to year 
Life can be so uncomplicated for 
the advertising creator, whether he’s 
selling fabrics or fuel oil . . if he will 
keep his thinking uncomplicated, 
he deals in basic human and natural 
values. Probably every advertising 
professor at some time or other has 
said to his students, “Close your 
ideas and visualize not a great big 
market but just one dealer whom 
you've met and know. Now, write 
your ad for him.” 
Sure, that’s 
But what's wrong with that? 
The Copy Chasers 


over-simplification 


top management 


forum 





short term forecasting have been 
developed as an essential part in our 
forward planning. 

New knowledge has been gath- 
ered and analyzed concerning con- 
suming industries and the custom- 
ers which make up these industries. 

On the firing line we have shifted 
sales territories to meet new mar- 
keting patterns. A hard core of 
young, aggressive salesmen have 
been carefully trained in competi- 
tive selling. 

We face the approaching return to 
stiffer competition with confidence 
and a salesman’s natural love for 
selling. The preparation of the last 
decade has improved greatly our 
ability to serve the changing needs 
of our customers. A _ continuing 
scientific approach to the remaining 
areas of marketing still being served 
by expediency will reduce to a 
minimum the role that chance will 
be permitted to play in determining 
our own future. 


Expanded plant capacity 
ntinued from page 4 
members they wouldn't be quoted 
by name, we also promised them 
that in any summary, we'd make it 
clear that not all of them agreed on 
all points, and not all of them felt 
that the same points were most im- 
Further, 
say what seems self-evident . . that 
all bets are off in case of all-out 


portant we promised to 


war 


Hedge . . They did make this one 
further slightly-hedged observation, 
however, and on it there seemed to 
be complete agreement: 

Before we get this plant capacity 
in high level peace-time use, we’re 
going to have a readjustment and 
are possibly in the first stages of it 
now. It won't be 1933-1938, they 
think, but the factors are there for 
a shake-down. Long range, how- 
ever, we do have the opportunity to 
build an ever-growing industrial 
economy 





BUT TODAY ... many more than a hundred motors 

are Operating equipment in the new metalworking 

plant built on this same spot! The modern plant shown below 
produces aircraft engine components and is just one of a 
multitude of metalworking giants which have risen in the 
past few years. They offer a whole new market for your 
products—on top of the world’s biggest industry. 

Through the most complete and far-reaching census 
department of any business publication, STEEL is able to 
locate, measure and cover this new market as it grows. 

And STEEL’s controlled distribution makes it possible for you 
to reach the key men in these metalworking plants almost 

as soon as they open their first batch of mail. 

Ask the man from STEEL to show you how this dynamic 
magazine matches its circulation to Metalworking’s buying 
power as it expands over the years. 


The magazine of the men who 


manage, operate and buy for the 


Metalworking industry .. . 


The new Des Moines plant of Solar Aircraft Co 


STEEL + Penton Building « Cleveland 13, Ohio 
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Geidt, Beaudoin, Bartle elected 
local presidents for 1951-52 


® cnicaco . . William E. Geidt, 31- . 
year-old advertising manager of In- _ 
land Steel Co., who got his first job General 
from the founder of the National In- — 
dustrial Advertisers Association, has 
been elected president of the Chi- 
cago Industrial Advertisers Associa~ mh 


tion, 


Mr. Geidt, who left. ‘the Navy, i 


1945 after three years of service. 


World War Il to 
become an as- 
sistant in the 


advertising de- 
partment: of Jo- 
seph T. Ryerson 
& Son, Chicago 
steel distributor, 
was hired hy 
Ryerson Adver- 
tising Manager Keith J. Evans, 
founder and first president of NIAA 
30 years ago. 

After joining Inland as assistant 
advertising manager in 1947, Mr. 
Geidt became advertising manager 
in 1948 and téok on additional duties 
as advertising manager of Inland 
Steel Container Co., a subsidiary, in 
1951. He was vice-president of 
CIAA in 1951-52 and is chairman of 
arrangements for the annual NIAA 
conference opening in Chicago June 
27. 

Other new officers of CIAA in- 
clude Earl Goris, Dearborn Chem- 
ical Co.; Charles O. Puffer, Charles 
O. Puffer Advertising, and William 
Brown, Industry & Power, vice- 





; and Dick Christian, 
Co., secretary-treasurer. 


® soston . . Harold A. Beaudoin of 


Electric Co., named “out- 


"standing young man of 1946” by 


Schenectady’s Junior Chamber of 


Camda; Maik eet alatted. pres!- 
_dent of the Technical Advertising 
_ Association of Boston. 


Mr. Beaudoin, who is manager of 


‘in _ sidvertising and sales promotion for 


GE's New Eng- 
land district, 
joined GE in 
1935, serving in 


publicity depart- 

ment. He was 

transferred to 

, the Apparatus 
News Bureau in 1940, and later be- 
came assistant supervisor and then 
supervisor of the aircraft instruction 
book section. He was named as- 
sistant manager in 1947 before be- 
coming manager of advertising for 
GE’s New England district. 

Also elected by TAA were Ed- 
ward W. Farmer, Bay State Abra- 
sives Co., vice-president; Ernest C. 
Clark, Jr., Henry A. Loudon Adver- 
tising, secretary; and George F. Mc- 
Roberts, Whitin Machine Works. 
Indiana 
® INDIANAPOLIS . . The Indiana As- 
sociation of Industrial Advertisers 
have elected a new president . . 
John A. Merkle, vice-president, 


aa VV is 


National. headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey, Jr., president 
Blaine G. Wiley. executive secretary 


Caldwell, Larkin & Co. 


Before Mr. Merkle came to In- 


dianapolis, in 1944, he was with 
Hugo Wagenseil & Associates, Day-" 

ton, Ohio. He joined Caldwell® 
Larkin eight years ago as accoun! 
executive and copy writer; hi 
agency prepared the first ad to ap 
pear in the NIAA series in the Wa 
Street Journal. 

Other officers elected were Frede 
Johnston, Jr., Construction Digeste 
and Jack Greig, Spencer-Curti 
Inc., vice-presidents; H. L, Marti 
Diamond Chain Co., treasurer; a 
Miss Portia Christian, Caldwel 
Larkin, secretary. 


New Jersey 

S newark . . Franklin W. Bartl 
who traced $10 in sales directly 
every dollar spent on industrial ad 
vertising last year by Star Kimbl 
Motor Div., where he is advertisin 
manager, has been elected presiden 
of the Industrial Marketers of Ne 
Jersey. 


Mr. Bartle began his career as a” 


free lance technical and sales pro- 

motion writer 

and later joined 

the advertising 

department of 

Crocker - Wheel- 

er Electrical Mfg. 

Co., before com- 

ing to Star Kim- 

ble. In 1949 he 

was hired to or- 

ganize and head an advertising de- 

partmert for Star Kimble (Bloom- 

field, N, J.) which was then formed 

as a division of Miehle Printing 
Press & Mfg. Co., Chicago. 

At IMNJ Mr. Bartle has served 


successively as secretary, vice-pres- 
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ident and program chairman. Othe 
new officers include Jake Ruiter, 
Allen B. Dumont Laboratories; 
Kenneth Mehrhoff, Wright Aero- 
nautical Corp., and James O. John- 
son, Buchanan Electrical Products, 
vice-presidents; Julian Sarokin, 
Cooper Alloy Foundry Co., 
urer; and Helen Mather, Congo- 
leum-Nairn Co., 


treas- 
secretary 
Maryland 


® BALTIMORE Burton F 
account executive, Emery Advertis- 


Davis, 


has been elected presi- 


Maryland 


ing Corp., 
dent of the 
Marketers 
Mr. Davis formerly 
chapter as vice-president and chair- 


Industrial 
served the 


man successively of programs and 
publicity. He was author of a dra- 
matic skit entitled, “Equal to the 
Sum of Its Parts,” depicting indus- 
trial agency-advertiser relationships 
and presented by MIM to a group 
of local business and industrial ex- 
ecutives in 1949 
Other new officers include George 
V. Wise, H. B. Davis Co.; Albert E. 
Smyser, Glenn L. Martin Co., and 
SH. V. Baker, Publicity Engravers, 
Inc., vice-presidents; and L. H 
' Denton, Baltimore Convention Bu- 


reau, treasurer 


Youngstown 
8 YOUNGSTOWN, O Jack R. Hight, 
advertising manager, Sharon Steel 
Corp., has been elected president of 
the Youngstown District Industrial 
Marketers 

Others elected to office 
Frank A. Kroeger, Truscon Steel 
Co., vice-president; Allan W 
Meyer, Cox Litho. Corp., secretary; 
and Margaret E. Handel, Wearstle: 
Advertising, Inc., 


were 


treasurer 


Colorado 
@ DENVER Curt Freiberger, who 
heads an agency of the same name, 
has been elected president of the In- 
dustrial Advertisers of Colorado 
Mr. Freiberger studied at Chi- 
cago’s Art Institute and the Acad- 
emy of Fine Arts, but his first ma- 
jor job (1928-30) was as merchan- 
dise and advertising manager, 
Montgomery-Ward, Kansas City 
The depression years left a gap in 
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his chronicle but in 1934 Mr. Frei- 
berger went to Colorado, in the 
wholesale and retail creamery busi- 
ness. Later, he became an account 
executive. In 1939 he formed an 
advertising agency, going into part- 


nership with Bradley Lane the fol- 
lowing year. In 1944 the partner- 
ship was dissolved and Mr. Frei- 
berger has owned and operated his 
own agency since. 

The remainder of IAC’s new of- 





How industrial advertising 


paid off 


This is the eleventh in a new series of 
case histories collected by the committee 


on advertising effectiveness of the NIAA. 


By R. C. Trees 


® oUR STORY goes back to 1947. We 
had been, up to that time, a com- 
paratively small advertiser. The 
name of our company was fairly 
well known in the plating field, par- 
ticularly among the people called 
upon by our salesmen . . but we 
knew that in many instances the 
purchase of new _ electroplating 
equipment ranging in price from 
$20,000 to $50,000 called for a final 
decision from the top executives of 
the companies, and that we were 
not reaching these men with the 
Udylite story 

We knew that the plating superin- 
tendents or factory managers were 
greatly influential in the final selec- 
tion of plating equipment, but we 
wished to build up an acceptance for 
Udylite equipment on the part of 
top executives, and at the same time 
on some quotations have the top 
executives bring up the subject of 
Udylite equipment in the event bids 
that had been received by factory 
personnel for new equipment had 
excluded Udylite 

We started off on what at that 
time seemed to be a rather bold pro- 
gram and with the suggestions and 
help from our agency, prepared 
four-color advertisements for inser- 
tion in several business publications 
In this program we illustrated the 


attractive end products plated with 
Udylite equipment and tied the 
story up with our processes and 
machines. 

Last fall, in an endeavor to get 
specific information about actual 
benefits from our advertising, our 
agency sent out 48 letters to per- 
sonnel in 28 companies that had 
purchased our equipment recently. 
In this letter, the agency asked sev- 
eral questions, such as: (1) Have 
you noticed the Udylite advertising? 
(2) Have you considered it favor- 
ably? and (3) Has this Udylite ad- 
vertising directly or indirectly in- 
fluenced you in the purchase of new 
Udylite equipment? 

Our agency received 22 out of a 
possible 48 replies. Four replies 
stated definitely that the advertis- 
ing definitely influenced them in the 
purchase of new Udylite equipment. 
We feel that these results are out- 
standing, because the purchases 
were large in dollar volume. We 
know that many other intangible 
benefits and influence resulted from 
our advertising campaign. 

We do not coupon our advertise- 
ments .. but in addition to the four- 
color campaign, we use some ten 
additional vertical publications which 
we know each month produce a con- 
siderable number of inquiries. We 
do not measure each publication by 
its inquiry pulling value. However, 
we know that we have excellent re- 
sults from our campaign in prestige 
building, greater knowledge of our 
company name and what we sell, 
and a definite reputation for leader- 
ship in our industry. 
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METAL YOU CAN TIE IN KNOTS... 


ALTHOUGH we know of no user who has actually tied a piece 
of metal hose into a knot, it does illustrate dramatically the extreme 
flexibility of the hose . . . it does make busy buyers of an obscure, 
but necessary, product stop for a second look. 


This is one of many steps in turning broad experience in indus- 
trial advertising and knowledge of industrial buying practices 
toward the effective selling of an industrial product. 


Our client, Flexonics Corporation, (known prior to 1952 as Chicago 
Metal Hose Corporation) manufactures metal hose, expansion 
joints, metallic bellows and aircraft components. This range of 
products takes them into virtually every industrial market from 
laundry and dry cleaning establishments to atomic projects. 


Advertising to help sell these markets is the business of Russell T. 
Gray, Inc. Our specialization in and familiarity with a// these 
industrial markets has made it possible to work side by side with 
Flexonics Corporation and contribute to the company’s rapid 
recent growth. 


If you have industrial products, we'd like to show you how we 


can help you sell them. ; 
i 
at) 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 
* 


ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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ficers include M. A. Rowley, Public 
Service Co. of Colorado, and George 
Ferguson, George Ferguson Typog- 
raphy, vice-presidents; Rex Cars- 
rud, Atlas Printing & Pub. Co., sec- 
retary; Thomas Axelsen, Axelsen 
Advertising Agency, treasurer 


Milwaukee 
® MILWAUKEE. . Don Fricker, as- 
sistant advertising manager, Heil 
Co., was elected 1952-53 president of 
NIAA's third 
Milwaukee 
Association 
Mr. Fricker, a 1938 graduate of 
the University of Wisconsin’s ad- 


chapter, the 
Marketing 


oldest 


Industrial 


vertising course, got his start in 
consumer advertising, then switched 
to the Le Roi Co. and _ industrial 
advertising just before entering the 
Army in World War II 
Heil Co 
and industrial equipment, in 1947 
Milwaukee 


chapter includes service as treasure! 


He joined 
makers of storage tanks 


His career in the 


and vice-president as well as editor 
of the monthly chapter publication 
‘The Bell 


during the past 


As program chairman 
year, he became 
known and appreciated for his anec- 
dotes at each meeting 

Other officers elected were R. H 
Koehler, Stearns Magnetic Mfg. Co., 
Nord- 


secretary; C. F 


vice-president; J. D. Grace 
berg Mfg. Co 
Stein Dosie & 


treasuret 


Johnson Co., 


Southern California 
Howard R. Carl- 


son, advertising manager, Marman 


® LOS ANGELES 
Products, Inc., is the new president 
of the Industrial Advertising Asso- 
ciation of Southern California 

Mr. Carlson, who worked his way 
through Oregon State College to re- 
ceive his B. S. degree in industrial 
engineering in 1941, entered the 
Navy upon graduation. In five years 
he rose from ensign to the rank of 
lieutenant commande: Released 
from the Navy, Mr 
at Marman Products in 1947 

Also elected were = R Coley ille, 
Pump Div., Byron Jackson Co., and 
R. L. Douglas, Dicalite Div., Great 
Lakes Carbon Corp., 
dents: and E. T. Johnson, Willard G 
Gregory & Co., 
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Carlson started 


vice-presi- 


treasurer 


Western New England 
® HARTFORD, CONN Hugh H. Gra- 
ham, president, Hugh H. Graham & 
Associates, has been elected presi- 
dent of NIAA’s Western New Eng- 
He will take office 
June 30 for a one-year term. 
Before forming his own agency, 
Mr. Graham, who was born in Mont- 


land chapter 


real, Canada, was associated with 
Sherwin-Williams Co., Cleveland; 
Westinghouse Electric, East Pitts- 


burgh; the New Britain Machine 
Co., of New Britain, Conn.; and 
the Charles Brunelle Co., of Hart- 
ford, Conn. 

Other officers elected were Fred 
J. Dunne, Heli-Coil Corp., and E. 
Charles Palm, Charles Palm & Co., 
vice-presidents; William B. Dixey, 
Trumbull Electric Div., General 
Electric Co., treasurer; and Joseph 
T. Vinbury, New Britain Machine 


Co., secretary. 
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~ There were numerous ad- 
vance indications that the sixth an- 
nual NIAA conference, scheduled 
to be held June 13-15, 1927, in the 
Cleveland, 


largest and most productive in the 


city of would be the 
association's history 

The previous 12 months had wit- 
nessed a membership increase of 
60°... Two new chapters, Detroit and 
Pittsburgh, were in process of or- 
ganization; these would bring the 
total of local affiliates to eight. And 
the exhibits committee reported, on 
June 1, that a record-breaking 522 
panel reservations were on hand . . 
exhibitors including many large in- 
dustrial firms as well as agencies 
and publications 


“The 


Scope and Responsibilities of Ad- 


Announcing his topic as 
vertising,’ the keynote speaker of 
the conference was to be Dr. Glenn 
Frank, president of the University 
of Wisconsin. The City Manager of 
Cleveland would bid the members 
welcome. Representatives of the U 
S. Department of Commerce would 
be present, and a motion picture 
a composite of films from various 
NIAA sources was scheduled as 
a special curtain raiser 

The agenda would be so crowded 
that no one could attend all events 
Under the main convention theme, 
“Can Advertising Underwrite Pros- 
perity?” were three subdivisions: 


markets today and tomorrow, ad- 


snk al 


vertising today and tomorrow, and 
proving the case of industrial ad- 
vertising. Simultaneous group meet- 
ings were set up to handle differ- 
ing interests and points of view of 
NIAA Group 
were: publishers and 


members. divisions 
advertisers; 
and advertising and 
marketing These would 
meet on two successive afternoons, 


printers; 
agencies 


after hearing feature addresses. 
Another announcement of the ex- 
hibits committee was its selection of 
an official NIAA seal. This was “The 
Atlas of the New Age,” an insignia 
design submitted by the Cincinnati 
chapter to depict the theme of the 
convention. The design (used by 
NIAA until 1937) represented in- 
dustrial marketing as the man in 
mythology who holds up the world 
In this drawing, he stands before a 
displaying books, a 


work bench 


microscope, and heavy machine 
gears. 

Not all activity was in prepara- 
tion for the conference, however. In 
Chicago, industrial marketing was 
given a place in the advertising 
course of the School of Commerce 
of Northwestern University, when 
two lectures on the subject were 
sponsored by NIAA’s_ education 
committee. And Lindbergh’s flight 
across the Atlantic received men- 
tion by INDUSTRIAL MARKETING in its 
June, 1927, “NIAA News Depart- 
ment,” as well as on every front 
page in the nation. 
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Now... JMJODERN ’ 
RAILROADS 


GREATER SALES POWER 


MORE EVIDENT THAN EVER 
in NIAA outline form! 


Sales Power, of course, is an 

intangible but... Modern Rail- 

roads has prepared a presentation 

based on the outline recommended 

by the National Industrial 

Advertisers Association ... here are 

tangible facts—conclusive demon- 

stration of Modern Railroads 

tremendous Sales Power. 

...1t’s BIG in format, Editorial impact and Readership 


... It’s Beautitul—write for sample copy and see! 
... it’s POWERFUL —use it, and know! 


ODERN «" 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS 


Send for your copy today 


NEW YORK 17—441 Lexington Avenue CLEVELAND 15—1154 Hanna Bidg. 
PASADENA 1—423 First Trust Bidg. ATLANTA 3-5 IVY BLDG., N.E. DALLAS 1—1025 National City Bidg: 
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and you’ve sold your product 





ODAY’S most 
industrial purchaser is the 


important 


man responsible for the plant 

engineering function. Many 
companies use various titles . . . but 
the function is the same. These key 
buyers are responsible to management 
to keep the plant operating at the 
highest productive capacity . . . at the 
lowest unit cost. To do this they must 
know a lot about all kinds of products, 
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which can help them carry out 
their job. Here are some of their more 
important interests 
Material Handling 
Production 
Power Utilization 
+ Power Distribution 
Plant Maintenance 
Heating and Air Conditioning 
+ Power Supply 
Lighting 


To become an expert on all of these 
subjects would require constant read- 
ing of twenty to thirty trade papers 
a month, each specializing in one of 
these subjects. Impossible? . . . of 
course it’s impossible. So how can a 
plant engineer keep up to date on all 
these important subjects? The answer 
is easy . . . in one magazine, written 
and edited exclusively for the plant 
engineer... 


ineering”’ 


The magazine that helps plant engineers with their everyday problems 


The editorial material is carefully developed each month by field 
checking editors, to present timely information to help the plant engineer 
with his problems. Each editorial is brief, concise and factual, boiled 
down for quick, painless reading. This is the only plant magazine in which 
all the editorial material is of key interest to all the readers. 








here are five outstanding reasons for placing PLant ENGINEERING 
on your advertising schedule 


1, Reaches 32,100 pliant engineering men . . . more plant engineers than any other 
industry trade paper. 


2, Reaches over 24,000 key plants in the United States, which are responsible for 
purchasing 76% of the Country's industrial plant equipment. 
=. Reaches more plants with 100 employees or over, than any other industrial plant 


operating paper. 


4. Pin points your sales message to your number one buying influence of plant 
equipment ot the lowest cost per thousand. 


5. Guarantees editorial material in every issue of vital interest to all of its readers. 


These five statements cannot be duplicated by any other industrial 
plant magazine. Compare PLant ENGINEERING with any other plant 
operating industrial magazine on these five points. This is your assur- 
ance that when you select PLANT ENGINEERING to advertise your products, 
you select the number one paper ... to reach the number one influence 
in the purchase of industrial plant equipment, 


REMEMBER ... . Sell the plant 
engineer... and you've sold 


your product. 


For more detailed facts... write for 
PLANT ENGINEERING'S “Comparison 
Test.” Technical Publishing Company, 
110 South Dearborn St., Chicago, Ill. 
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editorially 


NIAA Conference Meets a Challenge 
® The annual conference of the National Indus- 
trial Advertisers Association, which will be held 
at the Palmer House in Chicago June 29-July 2, is 
highly significant for more reasons than one. In 
the first place, it marks the 30th anniversary of 
the founding of the association, which was formed 
in Milwaukee in 1922 

Even more important, this year’s meeting of the 
association will focus the attention of advertising 
and marketing men on the tasks facing industry 
in the more competitive selling period which lies 
ahead 

Business expansion and high-level production, 
employment and sales have been characteristic of 
the past 12 years, during which the industrial 
plant of America has been greatly increased in 
size and improved in the character of its equip- 
ment and methods. Yet all economists and othe: 
business observers are aware of the important 
part which war and other military production has 
Inflation 


has likewise played an important role in increas- 


played in the expansion of the economy 


ing dollar volume, since 1952 dollars-are worth 
about 53 cents compared with the 1939 level 

Since defense production may be expected to 
taper off in the next year or two, with a con- 
sequent decline in capital investment, and infla- 
tionary forces now have a less important impact, 
it is evident, in the face of current declines in 
consumer buying, that more aggressive and effec- 
tive advertising and marketing must be relied on 
to keep business volume, employment, profits and 
taxes at a level which will maintain an active and 
prosperous economy 

These are some of the subjects which leading 
executives concerned with selling to industry will 
discuss at the NIAA conference. Both policy con- 
siderations and advertising, sales and marketing 
procedures will be studied. The meeting will be 
highly practical, so that the industrial advertising 
man who attends these sessions will go home with 
information and ideas that will help him to do a 
better job in behalf of his company 

The NIAA has grown in 30 years to become the 
largest advertising organization in the world 
Business looks to it for the development ot plans 
and policies in all fields of industrial marketing 
which will aid in meeting the problems which in 


dustry must face. We believe that the 1952 con- 


speaking 





ference will make a substantial contribution to 
the thinking of all those engaged in this highly 
important field of advertising and marketing. 


The IM Editorial Awards 

s The annual awards to business paper editors 
offered by INDUSTRIAL MARKETING will be presented 
at the NIAA conference in Chicago July 2. They 
will provide recognition of the distinguished work 
which is being carried on by editors in all fields 
of business, industry and trade. 

The reason the NIAA has provided a spot on its 
crowded program for the IM editorial awards is 
simple. Industrial advertisers, like those in other 
fields, know that the basic values of publication 
advertising are developed by the editors of these 
publications. They know that while circulation is 
highly important, readership, on which the ef- 
fectiveness of advertising depends, is in the hands 
of the editors. Thus the advertiser is as much 
concerned with the editorial quality of the media 
in which his sales messages appear as is the reader 
or the publisher 

Business paper editors were formerly the for- 
gotten men of the advertising and publishing 
world. Now they are in the spotlight, as adver- 
tisers look to them both to provide effective media 
through the development of interesting and help- 
ful editorial content, and to stimulate the progress 
of their fields 
tention to new and better ways of doing the old 


Editorial activity which calls at- 


things conditions a market to receive the sales 
messages of manufacturers, and makes it far 
easier for the advertiser to get acceptance for new 
and improved products. 

Thus the editor and the advertiser have a close 
working relationship in the task of increasing in- 
dustrial skills, advancing technical standards and 
moving industry forward in the direction of pro- 
ducing better products and reducing production 
costs. Both contribute directly and constantly to 
creating a higher standard of living for Ameri- 
cans 

By giving recognition to editors who have 
served their fields with distinction, INDUSTRIAL 
MARKETING believes that it is likewise helping to 
create better and more resultful media for the 
dissemination of useful and productive advertis- 


ing 





It takes a following 


These fledgling swans are instinctively following a 
pattern of behaviour common to birds, animals 
and man. One leads; the others trust to his 
leadership. 

In aviation circles, Aviation Age has earned its 
place of leadership through service. For Aviation Age 
articulates the needs and desires of its readers so 
successfully that it has won a large, enthusiastic 
following among key people in aviation—-from de- 
signers to purchasing agents, flight supervisors to 
chief engineers, production men to top brass. 

These men depend upon Aviation Age for con- 
structive information about new developments, 
new processes, new methods, new products of their 
industry. They trust it. They quote it. 

Their support was won through editorial serv- 
ice. [t is maintained through editorial service. That 
is why Aviation Age keeps in closer touch with its 
readers than most other publications, no matter 
what their field. 


Although Aviation Age has an outstanding 
record of editorial achievement, its editors strive 
constantly to surpass the standards they them- 
selves have set-and succeed. ‘“‘Each issue better 
than the last’”’ is a recurrent phrase in reader- 
ship response. 

Continuous and vital editorial service to the 
industry has built Aviation Age’s enthusiastic fol- 
lowing ...an important measure of leadership. 


Aviation’s Technical Magazine 


A 


viation Age Bai 
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Round up some top level. 














Here is how TEXTILE INDUSTRIES helps you get 
added value out of the big Greenville Exposition. 
An unusual advertising opportunity, both for 
exhibitors and non-exhibitors. 





Because of the industry-wide importance of the 
17th Southern Textile Exposition, T. I.’s advance 
show issue will be read with unusually high interest. 


Already a brilliant editorial section is being pre- 
pared. Authoritative information on exhibits and 
exhibitors, locations and personnel will be pre- 
sented. For thousands of mill men this special issue 
will dramatize the forthcoming event and build 
attendance. 


To those men who cannot go to Greenville 
TEXTILE INDUSTRIES’ September number will be 
an attention compelling “show at home.” 


Thus, this issue—coming a month in advance of 
the Exposition—affords advertisers a dual oppor- 
tunity for capitalizing with extra space. Intensify 
interest in your products; attract more prospects to 
your exhibit. At the same time, cash in on the tre- 
mendous interest which will be given your message 
by those unable to attend the show. 


If you are not to be an exhibitor, TEXTILE IN- 
DUSTRIES’ show issue offers you a wonderful chance 


to get your advertising read more thoroughly than 
ever. It’s a bonus event for you! 

Remember, T. I. is the textile publication that 
enables you to cover the entire industry in depth. 
In addition to its big net paid, T. I. uses “Directed 
Distribution” to reach highly important influences 
not readily seen by salesmen. 

Because it leads in editorial helpfulness, T. I. is 
known throughout the industry as the magazine 
most useful to the men in the mills. 

Schedule additional space for the important Sep- 
tember Show Issue—it’s your best buy of the year! 


No increase in advertising rates. Last forms close 
August Sth. Make space reservations at once. 


Textile Industries 


806 Peachtree St. N.E., Atlanta 5, Ga. 
Member ABC-NBP 
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romotion | ideas 


comment on catalogs booklets J direct mail 


exhibits / motion pictures slide films / sales helps 
/ 





international theorr: 


Fake = Worn 





A hidden camera .. . . catches the customer with his guard down 


Foundry show buyers 


get surprise picture with sales talk 


® A HIDDEN CAMERA secretly “shot” right moment. She assisted visitors The exhibit drew 1,700 registrants, 
every important buyer who regis- in filling out cards for a daily draw- nearly a third of the 5,500 attend- 
tered at one exhibit in the Foundry ing on a clock carefully marking ance at the show. As a follow up, 
Show at Atlantic City, enabling the each card with the corresponding thank you letters were sent to the 
exhibitor’s salesmen to give each photo number registrants, along with the names of 
buyer a surprise candid photograph Lindberg Engineering Co., Chi- the clock winners. But only 350 
of himself on the next sales call cago, the exhibitor, thus supplied its photographs were actually finished: 
The special camera, concealed by salesmen with candid photos as a these were of known _ prospects 
flags hanging overhead in the booth dramatic way of opening sales talks screened by the salesmen, them- 
was operated by a_ receptionist during customer calls to sell the selves 
who sat at the registration desk company’s line of heat treating fu The camera was the Beattie “Por- 


and pressed a foot switch at the naces and industrial equipment tronic” automatic camera, manufac- 


108 / justria 





") @ltpag 
‘Laersr” MELPS You Gey 


A BIG. 
GER SHARE of TODay’s BUSINE 
Ss 


“HOW N.E.D. HELPS YOU GET A BIGGER 


SHARE OF TODAY’S BUSINESS’’ 


has a real story behind it. It will enable every man who likes to base 
decisions on facts to appraise the job that N.E.D. can do. It gives you 


up-to-date information on: 
e N.E.D.’s facilities for keeping pace with rapid changes in industry. 
@ the size and type of plants covered. 


‘66,400 COPIES , bi 
ae @ the industries we reach and their relative importance. 
(total distribution) 
@ the men who read N.E.D. and their job functions. 


200,000 e the response produced from readers and the actual baying 
READERS 


action which has resulted. 
If you would like to have a copy, drop us a line. It will be mailed 


immediately. 
in 40,209 — 
PLANTS \ 


eiiecie AWO PASS ALONG 


A PENTON PUBLICATION. | | —— , 
CCA ipa | i E \ 
1213 West Third Street | UIPME: 


Cleveland 13, Ohio 


| 
~ muaet CLOCK a, } 
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tured by Photographic Products, Los 
Angeles, and distributed by East- 
man Kodak sales outlets. Hans W 
Bluethe, Lindberg sales promotion 
manager, said that this was the first 
time that the camera had been used 


in this way 


Drug store counter kit 
helps buyer choose his color 


X-Ray “Counterama,” newest 
sales tool of the Liquid Carbonic 
Corp., Chicago, is in a case, 76 
plastic laminate samples, the top of 
which lifts up to reveal a typical 
drug store installation printed on 
The top and 
front of the counter, as well as table 


transparency acetate 


tops and chair seats, are left un- 
colored. When samples are inserted 


behind the transparency, the cus- 


Masked salesmen sell motor 
controls for Westinghouse 

A new sales kit containing a black 
face mask has been prepared by 
Westinghouse Electric Corp., ena- 
bling salesmen to demonstrate the 
design simplicity of Westinghouse 
motor controls by removing the 
parts blindfolded in the customer's 
presence 

The kit is part of a promotion be- 
gun with the objective of pushing 


the company’s products to the fore 


of the motor control market. The 
kit contains decals bearing the sales 
motto, “Dare to Compare,” 
with disassembly instructions to the 
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along 


tomer is able to visualize his future 
soda fountain in the various color 
combinations available. “Counter- 
ama” was designed and produced by 
X-Ray Visual Sales Method, Chi- 


cago. 


salesmen, and a check chart which 
lists Westinghouse starter features 
side by side with those of companies 
A, B and C 

Ads in design and maintenance 
publications are a part of the cam- 
paign, portraying a masked sales- 
man performing the strip-down test, 
and offering to “open your eyes” 
to the product's performance . . mail 
in coupon for a demonstration 
Westinghouse tells its salesmen they 
can perfect the masked demonstra- 
tion with “one evening's practice at 
home.” 

A related promotion, carried on 


“Add-A- 


simultaneously, is the 


Die-cut brochure lets buyers 
see anatomy of a fork truck 


The graphic technique of a med- 
ical book has been skillfully adapted 
to the new brochure of Yale & 
Towne Mfg. Co., Philadelphia, which 
presents the company’s electric and 
gasoline fork trucks. Successive 
die-cut illustrations peel away body 
and engine in anatomical layers, 
with bright, multi-colored treatment 
of specific “organs.” The book is 
printed on heavy-weight glossy 
stock, spiral bound with heavy card- 
board covers. 

The job of the industrial salesmen 
is often complicated by the fact that 
he is selling a product he cannot 
display. Even if he could, he might 
not be able to take it apart readily 
to explain various features. This 
problem dictated the book’s design. 


Part” program. In this, customers 
are sent a new starter, free of 
charge, in seven weekly installments 
of separate parts. These are as- 
sembled by the customer with a 
screw driver, requiring “five to ten 
minutes” each week. 

The Add-A-Part mailing piece 
was sent to 12,000 selected resale 
manufacturers. The program con- 
sists of a combined instruction-ad- 
vertisement sheet which accompa- 
nies each weekly part. As the cus- 
tomer follows instructions to put the 
starter together by hand, he is 
obliged to read copy about the prod- 


uct’s features. Linking of such ad- 





Purchasing Officials 
Locate Your Product 
Quickly...in MacRae’s 


Most best-rated firms prefer the most accurate, 








most accessible industrial directory and reference 
medium—MacRAE’S BLUE BOOK, containing 
all the information they need—-quickly, simply 


and easily 


ALL in 
ONE BOOK 





For advertising and 
book rates, write: 
MacRae’s Blue 
Book, 18 East Huron mle 
St., Chicago 11, Ill. ey oe 


a 
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merica’s Greatest Buying. 


| 





vertising with actual sense of touch 
is a psychologically basic memory 
device expected to pay long-term 


dividends in merchandising 


Carteon folder explains 
delivery delays for distributors 


“I want a South Bend latheeright 
now!” demands the angry customer, 
one fist pounding the desk top, the 
other clutching his cash payment 
“Sure, everybody does but 
replies the distributor. Then pro- 
ceeds a brisk conversation, in which 
the exasperated customer accuses 
the company of loafing, compromis- 
ing standards of quality, and gen- 
erally being heartless to his needs, 
while the distributor patiently re- 
futes these remarks, acquainting the 
customer with present-day produc- 
tion realities 

Such are the contents of a humor- 
planographed flye: 
distributed by the South Bend 
Lathe Works, South Bend, Ind 
While cultivating good will, it asks 


ous, two-color 


the customer to anticipate his re- 


quirements as far in advance as pos- 





SOUTH BEND LATHES 


HOW MICE! TELL 


| ARE AVANLABLE / ME MORE! 





Graphic Explanation . . 


sible, and to bear with the company 
amid the compli ations of short sup- 


ply, controls and priorities. 





Merchandising method 
gets a political boost 


An advertising novelty company 
swears it was not seeking to influ- 
ence the electorate when it pro- 
duced a transparent color sticker 
reading, “I Like Ike.” It was just a 
sample 


Corp., New 
York, says it was just “fortunate” in 


Goodren Products 


its selection of copy that it only 
wanted to demonstrate an idea for 
point-of-sale merchandising, its new 
transparent stickers using built-in 
adhesive strips for shop window and 
How- 


ever, as a result of political cireum- 


auto windshield application 


stances beyond the company’s con- 
trol, Goodren has received quantity 
designed 
stickers 


hurriedly 


orders for a 


package ot I Like Ike” 


from variety and chain stores. In 
addition, backers of other nominees 
are ordering “Goodstix” type stick- 
ers for their candidates. 

The shield in the _ illustration, 
334 x 7%”, with half-inch adhe- 
sive strips on the ends, has three 
colors and is printed on a cellulose 
acetate plastic. The signs were dis- 
tributed in a mail campaign to in- 
terest advertisers in their merchan- 
dising possibilities. 


A lot of matches 


The Citizens & Southern National 
Bank of Atlanta distributed 264,000 
match books to local citizens to 
commemorate opening of new head- 
quarters. 


Long range Trailmobile 


promotion begins with children 


Cincinnati’s fourth graders are 
growing up highway safety and 
transportation conscious . . and 
Trailmobile conscious, too. 

The Cincinnati trailer manufac- 
turer, going in for long range pro- 
motion with a vengeance, has dis- 
card- 
fourth 


tributed three-dimensional 


board layouts to all the 
grades in the city. The units, called 
“Workits”, 


a typical city. 


represent a_ section of 
Included in the kits 
are scale models of 28 types of basic 
trucks and trailers which the chil- 
dren assemble and move about the 


streets of a cardboard town. 

The pupils learn how motor car- 
riers fit into our national economy 
from child-slanted textbooks in- 
“Workits.”  Trail- 


mobile’s chief purpose: long range 


cluded in the 


promotion for future customers 








as in Shell Chemical Corporation’s multi-million dollar plant for 
the commercial production of synthetic glycerirc—a landmark of 
scientific achievement. 

In all 24 chemical and process industries, teams of chemists 
and chemical engineers work together to take such processes from 
basic research to plant operation . . . to select and specify the 
products and services required. 


Your product can get in the picture if you reach these men 
through ISEC. For only I&EC has the comprehensive work- 
material essential to all phases of industrial and engineering 
chemistry. That’s why... 


I&EC’s Professional Audience is the Greatest Concentration 
of Buying Power in the Chemical and Process Industries. 

















INDUS 


The Workmagazine of the Chemical and Process Industries 








An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO © CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE © DALLAS 
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Sales to Small Buyers 


miinued from page 





you to have one shipped out of your 
nearest warehouse If our men 
didn't carry a supply of these small 
extinguishers with them, some pros- 
pects would use the easy out 
they would want to look around 
and maybe pick up a substitute lo- 
cally. 

How has all this worked for us? 
We are a new and young company. 
As of today we are carrying on our 
books 1,911 active accounts. Of that 
total 531 have been added during 
the past twelve months, a 28°) in- 
crease in total customers. These 
531 new customers shape up as 
shown on Chart 1 (at right, above) 


Low Cost . . It isn’t that small 
prospects can't be tough nuts to 
+ crack. But the average cost of sell- 
ing small businesses (which had 
} caused us so much anxiety until we 
i got the picture straight) is about 
a third less than the cost of selling 
‘large companies. Often, in the of- 
fices of big companies, our salesmen 
\ have to cool their heels, and it re- 
juires repeated trips to close an or- 
) der Of course, once a big com- 
_— orders, repeat business brings 
/down costs 
+ Yet, we've found to our satisfac- 
‘tion, and our salesmen prove it, that 
‘Bill, the service station operator, and 
‘Wilson’s Dry Cleaners can be as 
profitable to sell as national com- 
ypanies. And they’re located on 
every street everywhere 
Southeastern field men carry the 
title of “field engineer” on their 
calling cards. They are just that 
Contrary to the methods of merely 
showing the customer a picture of 
an extinguisher on a catalog page, 
our men (in 90° of their calls) 
give the prospect an actual fire 
demonstration on the very hazard 
he is interested in protecting 
Also, our men are capable of 
making an intelligent survey of the 
prospect's plant with regard to 
proper locations and types of ex- 
tinguishers most effective in each 
location. After the ordered equip- 
ment has been delivered, our man 
goes back to see that it is properly 
installed, holding classes for plant 
personnel, when necessary, to make 
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Chart 1. New Customers 





531 Total new customers last year 


certain that employes know how to 
use the extinguishers. That’s an 
Ansul policy; it’s a lot of work for 
our men but does it pay off! 

We cover our broad territory by 
assigning one full-time man to a 
state, except for Georgia which has 
an extra man in it for the city of 
Atlanta 

The men work on a straight com- 
mission, we furnishing their cars 
and paying all expenses on the ve- 
hicle. The men are fully protected 
on any and all sales from their as- 
signed territory. Commissions are 


Which ad 


attracted 


more readers? 


® THE TOP AD, with a reference to 
grinding in the captions of the blue- 
print chart, attracted more readers 
to its back page. 

A study was made of ten inserts 
of this type by Bryant Chucking 
Grinder Co. Five inserts referred 
directly to grinding in headlines or 
captions on the front page and five 
inserts did not 

The study showed that “read 
most” readership scores were about 


Content of heads, captions 


6.4% 
00% 
5.8% 
21.8% 
54.1% 


100.0% 


split between the men affected when 
a sale originates in the territory of 
one man and shipment is to be made 
to a location covered by another. 
This obviates any dissention among 
the men. 

Orders received by the men are 
mailed in to us in Atlanta. We 
maintain a rather large stock of all 
items in our Atlanta warehouse, and 
if the customer is in dire need of 
the items ordered, we try to give 
him the fastest available service. 
Large orders are usually placed at 
the factory. 


Below is 
the answer 
to the problem 


on page 65 


the same for all ten front pages. But 
where the front page heads or cap- 
tions referred directly to grinding, 
the back side doubled its “read 
most” readership. This would ap- 
pear to demonstrate that an effect 
can be carried over from one page 
to another. 


The “read most” cost ratios, as re- 


ported by Daniel Starch & Staff, 
New York, were: 


Difference 





@ Read Most 


Cost Ratio « 
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Tho’ a small garden pat 
may cause hitn 
frustration 























He's the man of decision 
tn SHOP operation 





Chickens and children may completely ignore his 

orders. But out in the shop he’s boss in making the buying 

decisions that affect you. He and thousands like him. . . 

plant managers, works managers, master mechanics, superinten- 

dents, shop foremen and the like . . . initiate the purchase orders 
you want, hence are well worth cultivation. 


as Wp Put your money where your market is. Tell and sell these 


production executives through MODERN MACHINE SHOP 
38,000 circulation — largest in the metalworking field. 


For details on low rates and high returns, write: 


MODERN MACHINE SHOP 


431 MAIN STREET CINCINNATI 2, OHIO 
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20,000-Ib. traveling exhibit|j 


|pushes Dow’s new Silicones 


| By Arnold V. White 
|} ® BRINGING the mountain to Mo- 
Phamet might best describe Dow- 
} Corning Corp.’s traveling exhibit of 
isilicones, now touring major cities 
to do a long range selling job on 
iselected groups of technical and 
management people 

The exhibit, which includes 20,000 
pounds of equipment, features sev- 
eral hundred static and operating 
demonstration units. Latest show- 
ing was in the LaSalle Hotel, Chi- 
cago. The exhibit is a long range 
sales promotion to educate industry 
to the properties and uses of sili- 
cones, an industrial product manu- 
factured by Dow-Corning in Mid- 
land, Mich 

Silicones are a man-made family 
of engineering materials that have 
no counterpart in nature. Chem- 
ists have combined elements found 
in sand, coal and oil to produce 
semi-organic fluids, paints and rub- 
bers that are useful at temperatures 
100 to 500° above and from 50 to 
100° below the limits of compar- 
able organic materials. Silicones, 
says Dow-Corning, bring a_ten- 
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fold increase in the life expectancy 
of electrical insulating materials, lu- 
bricants, and water repellants. They 
are being used increasingly in such 
products as polishes, paints, resins 
and greases 

Originally the exhibit was con- 
ceived by Dow-Corning’s manage- 
ment to acquaint the military with 
silicone applications in equipment 
they were receiving, and further to 
acquaint them with the properties 
of the man-made engineering mate- 
rials so as to broaden their use in 
war materiel. The first showing 
was held in Washington and later 
played a return engagement there. 
S. I. Bass, assistant general man- 
ager, explained: 

“Right now we aren't looking for 
ders, as our capacity is taxed to 
the limit. However, practically all 
industry contributes to the defense 
effort and if we can help materially 
in educating industry to silicone 
performance in military equipment 
the lesson will carry over when 
peaceful conditions prevail.” 

Free standing panels and counters 
separate the exhibit into nine differ- 


ent bays, each emphasizing a prop- 





the truth about 


COW CORNING CORPORATION 
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klet exr 


erty of silicones and showing where 
that property brings a benefit to an 
actual end product or operating unit. 

One bay demonstrating the heat 
stability of silicones features an 
electric motor that reverses every 
few seconds, inducing operating 
temperatures of 525°. Such a tem- 
perature would cause motors with 
ordinary insulation to fail in sev- 
eral hours. The silicone electrical 
insulating material takes this heat 
in stride. 

The heat stability of silicone 
greases is demonstrated in a pair 
of bearings set in blocks held at a 
temperature of 300° that points up 
the practicability of permanent-type 
lubrication. A silicone rubber bel- 
lows constantly flexed in a hot oil 
bath kept at 350° tells its own story 
to manufacturers of gaskets. 

If it doesn’t, an engineer is right 
there to answer any questions that 
may occur to a visiting production 
man or plant manager. All told, 
there are always 15 or 20 engineers 
and chemists with the exhibit to 
explain, demonstrate and supply in- 
formation. This force is augmented 
by the sales staff from the area in 
which the exhibit is showing. Top 
brass from the home office is also 
on deck whenever possible. 

Is such a heavy concentration of 
technical and management talent 
worth while to support an exhibit? 

“Yes,” answered Mr. Bass. “For 
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RANCHISE 
CIRCULATION 


CC. A. AUDITED 


@ The unusual ability to identify and certify 
readers as active buyers has made FRANCHISE 
CIRCULATION — C.C.A. audited —the important 
“third” type of circulation. 


FRANCHISE CIRCULATION takes advantage of 
basic selling principles. Most manufacturers in 
five fields served by our publications, sell through 
distributors, wholesalers or agents. These local 
firms in each territory, know better than anyone 
else who the active buyers are because they are 
constantly calling on them. They make their living 
selling these buyers. They know the names of the 
individuals responsible for the selection and pur- 
chase of products and are aware immediately of 
any changes in plant personnel or needs. 


You benefit from the FRANCHISE we grant to a 
local “wholesaler” in each basic marketing area, 
because his intimate knowledge of his territory 
enables your advertising to be directed to qualified, 
interested and active buyers. . 


FRANCHISE HOLDERS agree to do the following: 


1. To select and identify in the most active buying 
companies the individual who specifies and/or 
purchases the advertisers’ type of product. 


2. To pay for subscriptions to these individuals. 


3. To keep these lists up-to-date and send in all 
changes of names, removals and additions as 
rapidly as they occur. 


Since FRANCHISE CIRCULATION combines 
payment of subscription with control by the publi- 
cation, and in addition, directs your advertising to 
the men your sales representatives are calling on, 
we believe this 3rd type of circulation is the most 
efficient and effective in existence today. 


Send now for the free booklet which explains 
how FRANCHISE CIRCULATION operates, 
and why, dollar for dollar, it can’t be matched 
for producing business! 


INDUSTRIAL PUBLISHING COMPANY 
1240 ONTARIO STREET 
CLEVELAND 13, OHIO 


No authenticating agents 
in this field. 
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How to get and use case history advertising 


By Nelson M. McGuire 


Use salesmen for getting leads on custom 
er case histories. Don't use salesmen to 
do the reporting. Be frank with the cus 
tomer when you explain your purpose. 
Work with his ad manager, when you can. 
And don't be afraid of leading your com- 
petition to your best customers, says Amer 
ican Brake Shoe. Here's why and here's 


how. 





® WANT A TRIP to Florida this win- 
ter? Or a trip to Minnesota next 
summer? We did both last year 
without the aid of box-tops or com- 
pleting a sentence in 25 words o1 
less . . and all on company time and 
money. Of course, we didn’t have 
time for the beach at Tampa or the 
lakes in Minnesota, but we were 
there 

It all started about two years ago 
when we began to analyze our ad- 
vertising program. Both our agen- 
cy, Fuller & Smith & Ross, and I 
felt that our ads weren't doing the 
They 


were pretty and received nice com- 


job they should be doing 


ments from the sales department 
and management, but they lacked 


8 /ina istrial Marketing 


“guts.” We decided to fix that 

Interviews with salesmen con- 
vinced us that they were telling 
their stories to customers using case 
histories from their own experi- 
ences. Why, we reasoned, wouldn't 
our advertising be of more value if 
we got the case histories from all 
the salesmen so the fellow in Kan- 
sas could benefit from material a 
salesman used in Connecticut? It 
sounded logical to us and top man- 
agement bought it without reserva- 
tions. In fact, they were very en- 
thusiastic about it. 

Our first inclination was to count 
on the salesmen to get the material 
for us. It didn’t take much experi- 
ence to teach us that this was the 
wrong approach. He wasn’t a re- 
porter and he was afraid of hurting 
his relations with the customer. Too, 
the customer was a little leary of 
telling the salesman that the prod- 
uct was good. It might put the buy- 
er on a spot when he did have a 
complaint. 

We found this out accidentally 
when a salesman had to cancel a 
trip with us and we went on our 
own. The customers opened up, 


showed us the records on service 
life of our products and competitors, 
told us what we wanted to know, 
and either gave us pictures or let 
us call in a photographer. 

After two years, we agreed that a 
lot of our original fears were un- 
founded and that getting case his- 
tories is easy. Not all the time, but 
90% of the time the customer will 
give you the story if there’s one to 
be had. 


Phone Paves Way.. Our calls are 
usually prearranged by telephone 
calls in which we explain a little of 
our problem. This usually brings to 
light any information which may 
confirm the necessity of a personal 
visit. It eliminates, too, calls which 
would be unproductive. We still 
make cold calls when necessary, but 
find a long distant call more than 
pays for itself. Sometimes the cus- 
tomer likes the product, but has no 
tangible evidences which could be 
used in an ad. 

Our calls range from 30 minutes 
to three or four hours and usually 
end up with a tour through the plant 
to where our product is used. This 
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Where big words 
ne...Yutile and anatase titanium 


bring big business 


to manufacturers of analytical and control instruments 


component parts for instruments 


reagent and specialty chemicals 


laboratory equipment and apparatus 


You may not recognize the technical name for one of the 
whitest of white pigments; but like so many products of the 
chemical and process industries, its development, production 
and application depend on the products you sell. 


Your products are bought and specified by men who 
know the language . . . chemists, engineers and scientists 
who work in control, analysis and research. These profes- 
sionals use the language, too, for they must have technical 
workmaterial that supplies the practical answers to their plant 
and laboratory problems. 


That’s why the technical words in ANALYTICAL 
CHEMISTRY work to sell your product. Behind high- 
sounding titles are articles that describe the development and 
application of instruments, new and improved control and 
analytical procedures, equipment and apparatus. And they 
will carry your sales message into this vast market like noth- 
ing else can. 


ANALYTICAL 
CHEMISTRY 


eH 


This spectrophotometer is just one of the modern 
instruments at the Sayreville, N. J. research labora- 
tories of National Lead Company's Titanium Division, 
where TITANOX brand pigments are big business, In 
determining the whiteness and color of these products, 
it helps to speed research and to maintain levels of 
product quality and output never before attainable. 


YOU REACH 
THESE INDUSTRIES WITH 
ANALYTICAL CHEMISTRY: 


Alcoholic Beverages 

Atomic Processing 

Cellulose Products 

Cement and Lime 
Products 

Chemicals 

Coke, By-Products 
and Gas 

Explosives 

Fertilizers 

Food Processing 

Glass, Ceramics and 
Refractories 

Leather Processing 

Linoleum and Artificial 
Leather 

Metallurgical Products 

Oils, Fats, and Soap 


Paint, Varnish, Lacquer 
and Inks 

Paper, Pulp and Wood 
Processing 

Petroleum and 
Petrochemicals 

Pharmaceuticals, 
Medicinals and 
Cosmetics 

Plastics and Synthetic 
Resins 

Rubber Products 

Storage and Dry 
Batteries 

Sugar Processing 

Textile Finishing 

Miscellaneous 


An 
AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: 


REINHOLD PUBLISHING CORPORATION 





330 West 42nd Street, New York 36,N.Y. 
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LOS ANGELES * SEATTLE * DALLAS 
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‘U.S.I. Chemical News’ ends 
20th year .. still making sales 


By Charles Downes 


® ONE Of industrial advertising’s 


oldest and most successful cam- 
paigns finished its 20th year this 
June 

The ads, headed “USI Chemical 
News” and designed with a “house 
organ” type of format, have been 
run since June, 1932, by U. S. Indus- 
trial Chemicals Co., a division of 
National Distillers Products Corp 
as the spearhead of the company’s 
advertising 

The June ad is the 24lst to run 
More than 2,400 


new products and processes of in- 


in the campaign 


terest to the chemical industry have 
been announced in the drive’s tech- 
nical developments column during 
the past 20 years. News stories 
have averaged 10 a month. Current 
inquiries average 500 a month 
The ads 
appear monthly in Chemical & En- 
gineering News and Oil, Paint & 


Drug Reporter and every other 


two-page inserts 


month in Chemical Engineering, 


< 


Ads Support Ads. . 


Chemical Week, Chemical Process- 
ing. Drug Trade News, and Drug 
& Cosmetic Industry. In addition, 
12,000 reprints are mailed monthly 
to a select list. 

Copy is prepared by the com- 
pany’s agency, G. M. Basford Co., 
New York, which culls its material 
out of more than 30 publications 
and countless publicity releases. 
Selected items are screened and re- 
written. The agency also handles 
the inquiries 

These are identified and sent to 
division managers of the company 
who answer them sometimes by 
Sometimes salesmen 
Many 
of the inquiries are about other 
than USI products. These are re- 
ferred to the manufacturer whose 
product was mentioned in the U.S.I. 
Chemical News. 


form letter 


are sent to see inquirers. 


The agency sends 
pre-prints to companies mentioned 
and to the client’s salesmen. The 
agency men who handle the job are 
Fred R. Messner and Clifford R. 
Fulton 


Among the campaign objectives: 





ae 


ries You Get 


Many of the Inqui 


How 


RESULT IN ORDERS? 


Go back over your industrial inquiries for 
the past 12 months and find out how many 
resulted in orders. 

If the ratio is about one out of 10, you’re 
up to par. That’s average for the general 
run of inquiries from industry. 

But if you analyze the inquiries pro- 
duced by the CoNover-MAstT PuRCHAS- 
ING DIREcTORY, you’ll find that from 3 
out of 10 to 8 out of 10 turn into orders 


— 200 per cent better than average! 
Why? An inquiry you obtain through the 
CONOVER-MAST PURCHASING DIRECTORY 
means that there is an order to be placed 
NOW! No duds—no curiosity seekers, no 
‘T-just-wanted-it-for-the-files,”’ no long- 
time delay. And you get 60% more circu- 
lation among manufacturing plants than 
is provided by any other directory. 

The CoNovEeR-MAstT PuRcCHASING DI- 
RECTORY is a powerful, positive salesman. 
Every copy goes to an industrial executive 
with proved buying power—plant, engi- 
neering, and purchasing. 


Let us tell you what it can do for you...no obligation 


CONOVER-MAST PURCHASING DIRECTORY GIVES 


Conover Mast YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


PURCHASING “singe 
25,011 CCA 
veo es oes 
Werte! peyton 
DIRECTORY REGISTER sa 6657 Dec. 1951 
18,354 CCA 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. MackAc’s SREEIMM 4.543 Dec. 1951 


MANUFACTURING CIRCULATION [i] ALL OTHER [ _ | 


OUR ADVERTISING AGENCY wa 
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Business paper drive sparks 


Hallicrafters portable FM phone 


® A CURRENT campaign in business 
publications has achieved good ini- 
Hallicrafters Co., 


Chicago, and its new product . . the 


tial results for 


Littlefone, a portable, two-way FM 
radio-telephone for industrial use. 

Starting last January, black-and- 
white pages and spreads announced 
the Hallicrafters Littlefone in Fort- 
nightly Telephone Engineer, Oil & 
Gas Journal, Radio & TV News and 
Railway Signaling & Communica- 
tions and in QST and CQ (going 
largely to “ham” operators). 

The initial ads pulled more than 
2,000 inquiries and the resultant or- 
ders sold out the first production 

run before it had begun. 
| The company declined to reveal 
sales figures, but expects to hit an- 
nual sales of about 18,000 units. The 
yprice of a unit ranges from $325 to 
$490. 

The Littlefones, 
with dry cell or rechargeable stor- 


which operate 
age batteries, are designed for intra- 
plant communications or wherever 
communications are needed among 
Rail- 


roads currently account for 30 or 


widely dispersed employes 


40% of sales, with the remainder 
scattered over a wide diversity of 
industries. Railroads and the oil in- 
dustry have been assigned their own 
wave bands for the units. Other 
potential users, the company says, 
include logging, mining and indus- 
trial plants. 

The company 
doesn’t know to what uses all cus- 


admits that it 
tomers are putting the Littlefone, 


but cited one anticipated common 


application: Littlefones can permit 
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closer control over industrial truck 
operations. A foreman can give or- 
ders to the driver of a fork lift unit 
without tracking him down on foot 
or by messenger. 

Sales are through 600 active radio 
parts jobbers and 200 regional sales 
offices of RCA-Victor, General 
Electric, Graybar Electric Co. and 
Bendix Radio Div. These four com- 
panies use the Littlefone as a com- 
ponent part in the communication 
systems they make and sell. 

The way in which Hallicrafters 
acquired Littlefone is a case history 
on how to detect and capitalize upon 
a promising market situation. 

Although the Littlefone is new in 
Haliicrafters’ line of 
equipment, it had been on the mar- 
ket for four years before its pur- 
from Doolittle Radio, Inc., 
Chicago radio manufacturer which 


electronic 


chase 


developed the unit. In that period, 
Doolittle sold 2,000 units 

For Hallicrafters, the Littlefone is 
the particular Fritz 
Franke, manager, 
who recommended its purchase and 


project of 
assistant sales 
has the responsibility of putting it 
over. 

Hallicrafters went into production 
on the Littlefone. because it was 
aware of the implications in a ruling 
of the Federal Communications 
Commission made in the spring of 
1949. The FCC set up a low pow- 
ered classification for industry, 
thereby making it possible for any 
commercial enterprise to apply for 
the license necessary to operate its 
own radio communications system. 
The wave bands in the new classifi- 
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Sell-Out. . Initial trade ulled 2,000 
inqulrle Ss i it lirst Juction run 
cation were frozen to protect them 
against sudden obsolescence because 
of possible improvements or new 
discoveries in radio communications. 
In effect, the ruling created a new 
market. 

Hallicrafters was faced with two 
choices. It could wait two years to 
complete the necessary engineering 
of its own product. Or it could buy 
an existing unit, if its operating per- 
formance was good, and thereby 
could save valuable time in getting 
into the market. 

The company chose the latter 
course after testing Littlefone in its 
laboratories and in the field, and 
after its own market research on a 
spot check basis had confirmed the 
sales potential. Hallicrafters allowed 
the estimated cost of engineering its 
own product in fixing on the price it 
eventually paid to acquire Littlefone 
from Doolittle. Hallicrafters was 
able to take over the Littlefone with 
little change. Production engineer- 
ing and promotion have been the 
major efforts expended by the com- 
pany in launching the new item in 
the company’s line. 

The start of the business publica- 
tion campaign was backed by a pub- 
licity campaign, including issue of 
photographs and news releases to 
the business and newspaper press. 

Brochures carrying complete 
technical specifications were made 
up and mailed to all possible job- 
bers, timed to reach them before or 
at the time the ads appeared. The 


continued on page 147 





Daily contact with industry 
puts your product story 
in the best plants every month 


One reason Industrial Equipment News is able to reach the 
most worthwhile plants, regardless of size, in all manufac- 
turing industries is that every working day IEN has access 
to the detailed compilation records of its sister publication, 
Thomas’ Register of American Manufacturers. 
This detailed and up-to-date information, available to no 
other publication, is supplemented by some 3000-4000. re- 
ports from readers each month, verifying their address and 
title. 
These two factors together assure advertisers of consistent 
coverage of the large, more active plants in all industries. 
e 
Industrial Average controlled 
circulation 


Total distribution. .66,167 


Affiliated with Thomas’ Register of American Manufacturers 


Founere ese 





How one-ninth page units serve 
both advertisers and readers 


The standard one-ninth page units in Industrial Equipment 
News are minimum size, but they pack a mighty wallop 
when used to convey product information. 


Every ad in IEN is next to editorial description of new 
products on the same page. Each is scanned for useful infor 
mation on product news, product availability. Because of 
this, there is no need for eye-catching display techniques. 
An IEN ad need be only a factual description of a produet 
and what that product will do. 


One-ninth page units in IEN cost as little as $125. 


Industrial 


Advertisers 
per issue... 


750 - 850 


way 








Why IEN is must reading for plant men 


who specify and buy industrial products 


WHAT TO DO 
/T WITH 


WJ 
Some publications are known as HOW-TO-DO-IT books, 
because they publish articles on methods. Others, like Indus- 
trial Equipment News, concentrate on WHAT-TO-DO-IT- 
WITH. 





Operating, engineering and production men who have 
reached the top usually have done so by learning to know 
HOW. ... Their main concern has become WHAT-TO-DO- 
IT-WITH. These are the men who really specify and buy, 
the men who therefore request LEN to learn WHAT is new, 
WHAT is available. 


Industrial 
Equipment 94.2% 
News request 


circulation 





Industry's most complete product information service 


This package” can help you sell 
an industrial product 


The six items listed below are available in our Media Data 
File folder—yours for the asking. This folder contains all 
the information you need to indicate how Industrial Equip- 


ment News can carry information on your products to all 


manufacturing industries. 


Item 1—NIAA Report 
Item 2—CCA Statement 


Item 3—The IEN Plan (how to reach the men in industry 
who specify and buy) 


Item 4—Inquiry checking and analysis work sheet 
Item 5-—Work sheet for new product publicity 


Item 6-——Check chart for advertisement analysis 





Industrial Equipment News | he “4 | 
Thomas Publishing Company 
461 8th Avenue, New York 1, N.Y \ | 


| 
ap 
[rounoe 1923) 


NAME 





TITLE 





COMPANY 





ADDRESS 


lete med 
\_ Lite mar item vo.1_J2C_}3(_ Ja Isle 


June 1952 /123 























nHOW TO Sett 
LUMKENHEIMER BRONZE GATE VALVES 














MEEAGON mIAS Gcame 


_ y 
elma } ~Faonne » 9G men 


LUNMKMRENHEIMER 
tHe Jntat > P 








Sales Teacher .. 


Lunkenheimer ads help train 


distributors’ salesmen 


By Harry A. Burdoff \ 


® HOW MANY sales meetings can 
you possibly hold? How many dif- 
ferent salesmen can you personally 
} accompany on calls to customers? 
How many bulletins, booklets and 
pieces of direct mail can you profit- 
ably send out during a year? There 
is a limit. And yet we wanted to do 
something more to reach our dis- 
tributors’ salesmen, to help them do 
a better job of selling 

When we began a series of busi- 
ness publication ads which were di- 
rected not at the ultimate user of 
Lunkenheimer products but at dis- 
tributors’ salesmen themselves, we 
felt we'd found a reasonable answe1 
Results confirm us in that opinion 

The problem, basically stated, was 
one of closer coordination between 
home office and distributor. It was 
taking a great deal of time to get 
product, selling and application in- 
formation to the distributors’ sales- 
men. In addition, we had just re- 
tooled and modernized our Carthage 
plant, devoted exclusively to iron 


124 /'n dustrial Marketir 


and steel valve production We 
could handle a lot more volume 

We realize that few manufacturers 
consider space advertising as the 
proper means to get across a mes- 
sage of this sort to salesmen. But 
when our advertising agency, Nor- 
man Malone & Associates, proposed 
a program of educational ads aimed 
at just that crucial audience, we saw 
an opportunity. We could save time 
save money, and perhaps accomplish 
something that couldn't be done as 
well by the other means at our dis- 
posal 

We prepared a series of training 
ads which attempted to do three 
things: (1) impress the size of the 
steel valve market on Lunkenheimer 
distributors and their salesmen, (2) 
teach them the product features and 
applications of steel valves and (3) 
encourage them to go after steel 
valve business 

Typical copy is the following from 
one of the ads suggesting a sales 
demonstration method to the dis- 


tributor salesman 

“Take a valve along in your brief- 
case when you make your calls. Pull 
one from your stock, loosen the 
threads so you can disassemble it 
readily with your hands. As you 
talk about it, take it apart in front 
of your customer and point out the 
features highlighted at right. Let 
him handle it. Invite him to request 
tests by his own engineering depart- 
ments. Let him see for himself how 
good your Lunkenheimer Bronze 
Valves really are.” 

Identifying motto of the series was 
the footnote, “Prepared . . especially 
for Lunkenheimer distributors.” To 
Lunkenheimer handlers, this line 
stood out in the midst of other ad- 
vertising as a friend’s face in a 
crowd of strangers, boosting the 
readership three to five times over 
our previous ads to distributors. 

In fact, they began to write in for 
reprints of these ads. They wanted 
all their salesmen to have copies. 
So, we fortified a campaign in In- 
dustrial Distribution with direct 
mail merchandising of the ads to 
distributors and their salesmen. 
(This, incidentally, was an agree- 
ably inexpensive operation at ad 
reprint rates.) 

It is our experience that indus- 
trial distributors are just as inter- 
ested in close coordination between 
the efforts of their main suppliers 
and the efforts of their salesmen as 
And they appre- 
ciate training via business publica- 
tion ads a method that isn’t a 
cure-all but that conserves time and 


we are ourselves. 


expense while getting a job done 








What Kind of Marketing Information 
Should You Expect From a Publisher? 


The better trade publications can supply a great deal 
of information about the industries they serve... and 
they will often do a surprising amount of work to dig 
up the answers to your questions. Taking advantage of 
this service has helped many companies with their 
marketing problems. 


In the fields covered by Penton publications, there are 
a number of things we should be expected to know —or 
we couldn't be doing a very good publishing job. 
Market information of this type is gladly given to 
persons who need it for sales planning. 


We wouldn't attempt to give a blanket definition of the 
type of information generally available from publishers 
(it is bound to vary greatly in different fields) ... but 
we can mention some of the things which Penton publi- 


cations have available. Our continuing Census of 


Metalworking, for example, was started in 1939—the 
first real census of this industry ever developed outside 
the U. S. Bureau of the Census. It has cost to date over 
half a million dollars... and each year it produces a 
wealth of information about the metalworking market. 
Such thorough knowledge of the industry enables a 
publication like STEEL to tell you: 
. the number of plants in each 
Metalworking Classification. 

... What these plants make. 

... Where they are located. 

... the operations they perform. 


NB P| 


. the number they employ. 
. the growth of the industry in 
past vears. 


.. production trends, ete. 


Of course, there are many other more specific questions 
which the research department or the editors may be 
able to answer. All kinds of requests for information 
are tossed at us every dav. Some we can answer... 
some we can’t. But we'll do our best to supply the 
information if we have it. 


Yes, there are some limits to the help that a publication 
can give. We are not in the commercial research busi- 
ness, and it often isn’t practical to undertake extensive 
projects to develop data which is not available through 
our normal operations. Certain information about indi- 
vidual companies must be kept confidential. Most pub- 
lishers will not furnish or sell copies of their lists, 
although many will make mailings for you at usual 
letter shop rates. 


But nine times out of ten, if you have a problem con- 
cerning an industrial market, the alert trade publica- 
tions will be both able and willing to help you with 
marketing information and editorial opinion. 


If you are seeking market data in the fields covered by 
STEEL, MACHINE DESIGN, FOUNDRY or NEW 
KQUIPMENT DIGEST, write to us. We will be glad 


to help you in any way we can. 


© DENTON fueang 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 














advertising | volume 


in business papers 





VY 


1952 page change °o change 


May volume 11.8, (in pages) over 1951 


Grand total 34,851 31,167 


Year to date volume 117 (in pages) over 1951 
1952 1951 page change  % change 


Grand total 168,653 151,044 17,609 +11.7 


Total paid advertising, including classified 


May pages Pages to date 
Industrial group 1952 1951 1952 1951 Industrial group 


May volume 11.8% above 

1952; year total up 11.7% 

@ A GAIN of 3,684 pages 11.8 
over May, 1951 . . was recorded by 
265 business publications who re- 
ported May, 1952, ad volume figures 
to INDUSTRIAL MARKETING. 

Cumulative totals for the year 
showed a_ 17,609-page increase, 
11.7‘, over the first five months of 
1951. 

Biggest rise, for the third con- 
secutive month, was netted by seven 
product news publications, with 
402 pages, or 16.6% for May, and 
1,673 pages, or 14.2% up for the 
year, based on one-ninth page units 

All other groups showed increases 
as follows: 159 industrial publica- 
tions, 2,699 pages, or 14.1% in May; 
13,312 pages, or 14.5 for the first 
five months. 55 trade papers were 
299 pages, or 4.9% up in May; 1,540 
pages, or 5.1% gain for the year. 

The 27 class publications gained 
236 pages, or 9.2% in May; 652 
pages, or 5.2% for the year. 17 
export publications were up 48 
pages, or 4.7% in May; 432 pages, 
or 8.5°% for the first five months. 


May pages Pages to date 
1952 1951 1952 1951 
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Let's swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 





Makes one printed piece serve 
both retailer and consumer! 


Using a variation of the familiar file 
folder with pocket, we recently created a 
printed piece for national distribution 

to serve both retailer and consumer —by 
mail and on the sales floor. Information 
considered pertinent to all contingencies 
was printed on the folder proper. Then, 
through choice of slip sheets, our client 
assembled folders coinciding with the 
interests of the recipient be it a dealer 
in Spokane oz a housewife in Tampa 
In addition, dealer is supplied folders 
stuffed with testimonial letters from his 
area—for use in answering inquiries 
The use of letters from each particular 
area, we believe, lends credibility to the 
testimonial content. This one printed 
piece replaces three, and does the work 
more effectively at a far lower price 





quality that differs little in 


Jane Cox Oliver, 


Cox Advertising Agency, Columbia, S.C 


What's your paper IQ? Can jox tell the 
difference between conversion - coated 
enamels—and those made the modern 


on finished art, thus eliminating holes 
and crowded headson the complete page 
After stats of illustrations are in position 
and flats are ready for the camera, a last 
minute check is made and an idea of the 
finished piece is easily visible 


appearance from an original photographic 
print. Our clients use these in the 
same manner that they formerly 
photographs, and almost identical results 
are achieved. Dealers use them for hand- 
outs, preparation of ads and display 


used 


machine-coated way? Most people can’t ; 
purposes. The fine screen involved gives 
no pattern when re-screened. This idea 
will save many hundreds of dollars 
a year for any company purchasing a 
large volume of photographic prints 


Robert F. Grubb, Grubb & Petersen, 
Champaign, Illinois 


Gorr; 
Bell & Howell Company, Chicago, Illinois 


Corinne A 





is needed. Type is then pasted in position | printed 
| 
| 
| 


Brighter, cleaner colors, |uxurious tex 
ture in halftones—that’s what coated 
paper adds to any offset job. And now, 
with Kimberly-Clark Lithofect,* your 
printer has a coated offset sheet that 
really performs on the press. Next time, 
try Lithofect. There's nothing like it—if 
you want crisp freshness and sparkling 
new sales appeal in your offset printing 





Do you have an idea to swap? 

Tell it to Kimberly-Clark ! 
All items become the a 
property of Kimberly =~ 
Clark. For each pub [=< e 


distinguish between the two. Yet ma- 
chine-coated enamels have now gained 
80% of the market. The reason? A paper , 
like Kimberly-Clark Hifect* costs up to | As several of our clients discovered, lished item, a $50 

20% Jess than comparable conversion- | multiple prints from an original photo Defense Bond will be 

coated papers. And Hifect looks, feels, per- graphic negative are very expensive, and awarded to the sender 

forms just like these costlier enamels. To “cheap” prints are often not suitable for In case of duplicate 

test your own1Q, write for our free folder reproduction. As a solution, our produc- contributions, only 

‘Here's a Feather for Your Cap.” You'll tion department suggested “printed” the first received will 

have fun with this interesting little quiz photographs consisting of fine screen be eligible for an 

and learn an amazing fact about printing engravings printed on high gloss card award. Address Idea 

papers. Address Room 208, Kimberly- stock. Engravings (133 to 150 line screen) Exchange Panel, Room 208, Kimberly- 
Clark Corp., Neenah, Wisconsin. from good original retouchings give a Clark Corporation, Neenah, Wisconsin 


Peace Kimberly-Clark Corporation 


NEENAH, WISCONSIN 
which cuts error and alteration charges é 
T. M@. REG. U.S. PAT. OFF 
considerably. As a rule, only one galley ain ara aoe 


Saves money on photographic prints! 








Lets studio handle type! 


I find having the art studio handle typog- 
raphy more economical. Following lay 
out, the studio seems to have more 


Enamels and Coated Printing Papers 


June 195: /127 





May pages Pages to date May pages Pages to date 
Industrial group 1952 1y5] 


1952__1951 Trade_group 19521951 19521951 








¢ 197€ 


Pages to date 
1952 1951 


Class group 





ng Ag 


May pages Pages to date 
Product news group 1952 1951 1952 1951 











39] 
62 Z € 401 
2,812 Z \ 13,133 12,481 
May pages Pages to date 
1952 1951 1952 


Export group 1951 





May Pages Pages to date 
Trade group 1952 1951 1952 1951 











Hospital Management is read here 
y fifteen department heads 








Reports 


R. W. BACHMEYER 


Director 


AULTMAN HOSPITAL 


Canton, Ohio 





Oo @ 


200 EAST ILLINOIS STREET 
CHICAGO i1, ILLINOIS 








ertising 


Adv 


Manage! 


"i selected 
GAS 


. .. because the editorial 
content of GAS is packed 
with actual operations 
information, the know- 
how and why of meth- 
ods and techniques, the 
kind of reading gas men 
like. The high reader- 
ship of this active, inter- 
ested audience means 
better results from our 
advertising.”’ 








| 
| 


...and because GAS has 


> Largest circulation both in total 


copies and in copies to gas com 
pany readers — 92°, is to in- 
dividual readers. 


D Its circulation reaches the men 


who have authority to buy—the 
same men your salesmen contact. 


> Circulation Verification is Two- 


Fold. 96.53°% Verified by C.C.A 
for list accuracy. 93% Verified 
for Readership by independent 
audit. 


> Authoritative editorial coverage 


backed by 26 years experience. 


» More editorial and advertising 


pages per issue than any other 
Gas Industry Publication 


DA circulation increase of 79% 


In 10 years has kept pace with 
the growth of the industry. 


> Lowest advertising rate per 


thousand circulation, plus com 
plete industry coverage. 


Write for Latest 


Market Data 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


130 / industrial Marketing 


. 


Case histories 





in itself, is of inestimable value in 


giving us background material for 


future calls. It also gives us a much 
better understanding of our custom- 
ers and his products. 

Don't be discouraged on you 
early calls. Our first one .. on a 
director of purchases . . netted us a 
story, but he was too busy to ar- 


Luckily, our 


second call that day was on a very 


range for pictures. 


co-operative plant manager who re- 
stored our faith in humanity and 
customers. Since then, we've learned 
when we are beginning to tread on 
toes and we back off for a new start. 


Four Calls a Day . . We plan a 
trip by keeping our ears and eyes 
open. We read sales reports and 
pick up leads. We listen to the 
salesmen talk over coffee or a mar- 
tini, and we jot the leads down. 
After two years, even that is a lot 
easier, for now the sales department 
knows what we want and sends in 
leads direct. 

Following the leads, we can usu- 
ally make three or four calls a day 
And out of that, we can usually 
make 50 or 75° of the calls pro- 
ductive. The calls are for either 
our National Bearing Division or 
our American Manganese Steel Di- 
vision both using case history ad- 
vertising. 

We state our case to the customer 
frankly and simply. We tell him 
that we have a problem in advertis- 
ing castings, that competitors have 
the same alloys, and the only thing 
we have to sell is our ability to a 
better job. The only way we can 
tell this is by the use of case his- 
tories. Being completely frank 
seems to help 

Incidentally, these case histories 
are used in ads where they are of a 
general nature, but all are made up 
in sheets for use as selling tools by 
the salesmen. Thus, our hope is 
eventually to provide the salesmen 
with enough varied applications that 
he will have one, two or three sheets 
relating to the customers particular 
problem. Just as you and I are in- 
terested in our advertising problems 
and solutions, a superintendent of a 
rolling mill will read a case history 





“| Bought 


Butane-Propane News 


. . . because it was the 
first choice of customers 
and prospects in the Li- 
quefied Petroleum Gas 
Industry. Readership sur- 
veys made by 7 leading 
manufacturers revealed 
a 2 to 1 preference for 
BUTANE - PROPANE 
News.”’ 





PROPANE 
BUTANE? Bare 


... and because BP-News has 


» 50% greater coverage of read- 


ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


The Pioneer Publication with 
more than 20 years editorial ex- 
perience, 


Publishers of the only library of 
technical books — Headquarters 
for LP-Gas_ information since 
1931. 


An alert audience as shown by 
80 to 100 letters per month to 
the editors, asking for engineer 
ing advice. 


First in display and classified ad- 
vertising for 13 years. 


In 1951, 88 exclusive advertisers 
used only BP-News Publications 
to sell this market. 


Write for latest 
market data... 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 








relating to a rolling mill problem. 

After we obtain the case history, 
we forward the customer a compre- 
hensive layout with copy of the ad 
or portfolio sheet which we will use 
We also send him copies of any pic- 
tures for his own files and follow 
this up with a proof, telling him 
where the ad will appear. Many 
times, the ad is so complimentary 
to his own company that we get a 
letter from the sales manager re- 
questing reprints for distribution by 
his own sales force. 

If the customer has an advertising 
department, it is sometimes better to 
work through the department. The 
customer’s advertising manager 
easily grasps what we want and can 
pave the way for us. He can also 
usually get pictures or may have 
some in his own files that we can 
use. Sometimes the material will 
have to be cleared through the pub- 
lic relations or advertising depart- 
ment, so it may help to call on them 
at first. 


Tip Off Competition? . . Frequent- 
ly, your own sales department will 
have to be sold before you can start 
on a case history. So many times 
I have heard from our salesmen as 
well as from other advertising man- 
agers, that you tip off your com- 
petitors when you run a case his- 
tory. 

There is an easy answer to this 
one! Ask the salesman about some 
account he isn’t selling. Ask him 
who is getting the business. He 
knows already who his competition 
is and competitive salesmen who are 
worth their salt know whom we are 
selling. Besides, associating your 
companies in a case history ad ac- 
tually helps to cement your rela- 
tionship. 

There are some places where you 
may have a brand-new application 
for your product, where it won’t be 
smart to tip your hand before your 
sales force can cover the market, 
but the chances are that this is no 
good for an ad since there is no his- 
tory of service life, anyway. 

For my money, you can’t beat this 
kind of a program, if your products 
lend themselves to it. Your ads are 
strong and your supply of material 
almost inexhaustible. Your own 
position is certainly strengthened 
because you can back up your ideas 


Searching 


for 


someone 
with 
“cennections? 


The persom# we,bhave,in Pind i is as 
near as your local bafik, 

He’s your good friend, the banker 
. .. who’s in constant contact with 
fellow bankers and business all 
over the world. Interested in an in- 
dustrial site in Indiana? Shopping 
for a shoe store in the South? Just 
ask your banker ... he has the con- 
nections. Consider the fact that one 


You i to look far afield. 


-midwestern bank we know main- 


tains contact with over 700 “corre- 
spondent” banks in the U. S. and 
abroad, receives more than 30,000 
calls and personal visits from these 


batikers in the course of + year.. 
~“parkersjust-dike. your local friend 
who know whom to contact any- 
where to get information that will 
help you. 


Bankers are always mighty help- 
ful—founts of knowledge in every 
community. Their knowledge, for 
example, of products and services 
... yours and yours and yours... 
which their customers can use, is 
often gleaned from reading their 
own magazine, BANKING, Journal 
of the American Bankers Associa- 
tion, 12 East 36th Street, New York 
16, N. ¥ 














e e , 
xc usive servin a mar et with what you have seen with your 
eyes and what you have heard with 


your own ears, not something passed 


on to you third hand. 
t at must Results? As with all industrial 
difficult 


advertising, they are to 


e prove. Our inquiries are good, sales 
its are at an all-time high, and the sales 
managers have been pleased enough 


to tell top management that they 
pop like the program. But best proof of 
(resulting from a $1,250,000 research all: our last two budgets with sub- 
program) mean a minimum 100% ex- stantial increases have been ap- 
pansion to the clay products industry — proved without question in_half- 
the market covered only by BRICK AND ae hour sessions. And I would bet my 
CLAY RECORD. ; =. bottom dollar that, if there were a 
: story in Timbuctoo, I could get ap- 
Our GOLDEN AGE is here — are your . , ey : 3 ' é 
proval for the trip tomorrow. 
sales sights set for it? - ‘ 








Vital and lar new building products 





For full information, let us send you LY as , From Washington 
a copy of BRICK AND CLAY RECORD for 
MAY, detailing the new products ex- 
pansion story. 


J ‘ 
Brick and Cla Record istration’s bungling of the steel case 
y seriously endangered renewal of 


price and wage control. A _ few 


rom page 16 





5 South Wabash Avenue Chicago 3, Illinois months ago, stiff control laws 
through mid-1953 were a certainty. 
With the steel situation, the admin- 
istration found itself on the defen- 
sive, and Congressional opposition 


»  |Ro 
Aa N AND S had a chance to develop. 
TEE > showdow gress cer- 
S, EDITORIA, MENGINEER In the showdown, Congress ce 














tainly would be making political 
° history if it refused to pass a con- 
=| Adee trol law on the eve of a crucial pres- 
be ¢ Sewed by idential and Congressional election 
yy we Oy next fall. 


On the other hand, business op- 


, y Z/ 
/, Je Koad Fi cf position has solidified, and is hitting 
oe war harder. NAM President William 





Grede has testified that the book- 


keeping cost of price control alone 


Th, “Ws adds $2 billion a year to business 
overhead. 

eee THE IRON AND STEEL ENGINEER And in the consumer goods indus- 

IS CONSIDERED “THE BIBLE” OF THE INDUSTRY tries, where many items are selling 


below ceilings, spokesmen are be- 


A rich diet of editorial material—much of it coming literary. Auto dealers, who 
actually requested by our readers—is the best just got a shot in the arm as a re 
. a - - € aad 

way we know of to serve our readers first. By ‘ 
serving readers with information they request 
reader interest is high—providing maximum 

impact for advertisements, and greatest return case 
for sie To — the steel mill market— “Production has exceeded both 

use the lron & Stee “ngineer. 
ale & government and industry expecta- 
(et ; ’ : 

wiESte Write today for N.J.A.A. Sales Presentation tions, and practically all lines are in 
plentiful supply,” they told the 


d House banking and currency com- 

IRON an STEEL E GINEER mittee. “The need for price control, 

1010 EMPIRE BUILDING like last year’s love affair, is all over 
PITTSBURGH 22, PA. now.” 


sult of the removal of controls over 
installment credit, filed a_ typical 





NIAA conference program 


roniinued Ir 





cil, “Advertising’s Third Dimen- 


sion.” 
Tuesday p.m. (general session) 


2:30 Address by D. M. Pattison, 
vice-president in charge of sales, 
Warner & Swasey Co., on the sales 
results of the Warner & Swasey in- 
stitutional campaign. 

3:00 Panel presentation of public 
relations and publicity problems, 
chairmanned by George Black, 
Cooper Alloy Foundry Co., Hillside, 
N.J. 


Tuesday evening 


America’s Town Meeting of the Air 
radio broadcast. 


Wednesday a.m., July 2 
(general session) 


9:30 Industrial Press awards. 
9:45 Advertising skit presented by 
Milwaukee chapter, under direction 
of A. R. Tofte, Allis-Chalmers Co. 
Three clinic sessions: 
10:45 Direct mail and_ technical 
literature, panel arranged by Cin- 
cinnati chapter. 
10:45 Panel presentation, What in- 
dustrial distributors think of ad- 
vertising, Louis H. Brendel, James 
Thomas Chirurg Co., chairman. 
10:45 Techniques of movie pro- 
duction, panel arranged by Robert 
Barbour, Bakelite Co. 


Wednesday luncheon, 12:30 p.m. 


1:15 INDUSTRIAL MARKETING edito- 
rial awards. 

1:30 Pittsburgh chapter attend- 
ance trophy award. 

1:45 Address by Chester H. Lang, 
vice president, in charge of adver- 
tising, General Electric Co., on “The 
Task Ahead.” 


Wednesday p.m. 
(general session) 


2:30 Publisher sales presentation 
awards. 

2:40 Industrial Exhibit award. 
3:00 Panel presentation of “In- 
dustrial Advertising Effectiveness” 
by NIAA committee, Douglas Wil- 
liamson, American Hard Rubber 
Co., New York, chairman. 


continued on page 134 


HEINN foase-beat’ Catalogs 
Increase Gy Ipc 


y ve. 9 Zt | 
e CATALOG COVERS 


e PRICE and 
PARTS BOOKS 


e SALES and 
INSTRUCTION 
MANUALS 


e PROPOSAL COVERS 


e PLASTIC TAB 
INDEXES 


id ad 


pe 
rine guvers ov 
J 


ioe 


amet 


’ 
\ 
¢ 
H 
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e The Heinn custom- 
ers represented here 
are top-caliber manu- 
facturers and mer- 
chandisers. They 
know the relation of 
Heinn custom- 
designed catalogs to 
high-performance, 
low-cost selling. Like 
leaders in all indus- 
tries, big-name rub- 
ber companies de- 
pend on Heinn for 
the extra sales im- 
pact of really distinc- 
tive loose-leaf binders 
.at the lowest op- 
erational cost per unit 
per year. 
& Originators of the Loose-Leaf System 
of Cataleging 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 
322 W. Florida St., Milwaukee 4, Wis. 
Information, please. (0 Sales and Instruction 


1) Catalog Covers [) Price and Parts Books Manuals 
[} Proposal Covers [] Acetate Envelopes (] Plastic Tab Indexes 
] Easel Presentations (] Salesmen’s Binders [] Sales-Pacs 


NAME TITLE 
COMPANY 

ADDRESS 

sg 











Double 
Sales-Vmpact 


TO SELL THE 


HIGHWAY-HEAVY 
CONSTRUCTION 
MARKET 


ROADS AND 
STREETS 


Published monthly, ROADS AND STREETS 
reaches highway and heavy construction 
contractors, engineers and government offi- 
cials who buy or specify materials and 
equipment for constructing and maintaining 
roads, streets, bridges, airports and all re- 
lated structures. 


This is a 3/2 billion market—always active 
supported by government taxing power 
and not subject to industrial ups and downs. 


ROADS AND STREETS publishes technical 
and how-to-do-ii articles and pictures that 
help the men in this field. 


Independent readership studies place ROADS 
AND STREETS high in preference in the 
field of highway-heavy construction. 


Send for “Signposts” folder 


2. 
15,000 


Distribution 


PREFILED CATALOGS 
POurmeNT MATHS SUR 





Published annually, Gillette's Heavy Con 
struction Prefiled Catalog File goes to key 


buyers of materials and equipment used for | 


all types of heavy construction work. 


Through this one volume you can make 
more sales at less cost than by distributing 
your catalog individually. Gillette's Prefiled 
Catalog gets preferred usage from a highly 
selective audience of key buyers. It is easy 
to use, provides comparison, always up 
to-date. Your complete or condensed cata 
log is correctly classified, properly indexed 
by product, company and trade name. 


Four-page folder gives complete data 


PUBLISHING COMPANY 
MAPLE ST. CHICAGO 10, ILL. 


3:00 NIAA budget 
panel: Edward Beauchamp, Lane- 
Wells Co., Los Angeles, Chairman 


committee 


Three clinic sessions 

4:00 Demonstration of visual aids, 
arranged by Cleveland chapter. 
4:00 Panel discussion of 
advertising, headed by H. I. Orwig, 
Buchen Co 

4:00 
arranged by NIAA committee on 


export 


Panel discussion of exhibits, 


exhibits 


Wednesday evening 
Annual Banquet 


The Pickere! is equipped with 
FArRBANKS-MoRSE Diese! Engines 


Farmpanks:- Morse. 
© Ome worth remembernny 


Whale of a shot. . General 


® INDUSTRIAL ADVERTISING can tie in 
with the news dramatically . . but 
both client must be 
alert and ready to shoot the works 
That is the lesson behind Fairbanks- 
Morse’s with the 
Submarine Service anniversary 


agency and 


advertising link 


It began with a photograph re- 
leased by the Navy and distributed 
by wire service to 
throughout the country 


was of a submarine shooting its nose 


newspapers 


The scene 


to SELL the 
MILK INDUSTRY 


A 10 BILLION DOLLAR INDUSTRY 


When you visualize the vast River of Milk 
which daily flows from Dairyland U.S.A., 
through the many ch Is of its pr ing 
and onto your table, you gain a better idea of 
what a Ten Billion Dollar Industry offers from a 
Market standpoint. 

Each year $400,000,000 are spent for machin- 
ery, supplies and repli i to 

intain this ly growing giant. 











WHY MILK PLANT MONTHLY 
GETS RESULTS ... 


For 40 years MILK PLANT MONTHLY hos been 
the Daily Guide book for the Key Men of the 
Milk Processing Industry . . . These men have 
grown to trust M.P.M. Editors whose informa- 
tive suggestions have not only prevented thou- 
sands of skinned knuckles for production 
workers but have lighted the pathway to in- 
creased production at lower cost for manage- 
ment. The subscription renewal average of 
71.22% bears out this statement. By helping 
every department from the executive, on 
through every step of production, MILK PLANT 
MONTHLY has gained a leadership which will 
Get Results for You. 


HOW TO GET YOUR SHARE... 


Your advertising message in MILK PLANT 
MONTHLY will be seen by the Men who 
Really Count. . The Owners, whose word 
is law. . The executives who specify and 
buy. . . Those who recommend and whose 
endorsement can mean a new account for 
you. . . The men who daily use your me- 
chinery or supplies; are responsible for making 
them pay out and whose acceptance is vital. 
MILK PLANT MONTHLY presents You to ALL 
of these prospects every month. . . Meet them 
as Friends on their own home ground and 
you'll find selling them a far easier and more 
profitable task. 

Here is your market. . . The profits from which 
will go to those who aggressively FOLLOW 
uP. 

Write today for Sample Copy, Market Dota 
and Rate Card. 


A. B. C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 


» Chicago 4, Illinois 





above the ocean surface at a sharp 
angle, water streaming from its nos- 
trils like a weird sea monster. But 
it wasn’t the unusual picture alone 
which interested R. H. Morse, presi- 
dent of Fairbanks-Morse, and A. L. 
Decker, account principal of F-M, 
Buchen Co., Chicago. On the day 
they saw it . . April 1, a Tuesday 
. . Mr. Morse suddenly remembered 
that the submarine, the Pickerel, 
was powered by his company’s “OP” 
type diesel engine. 

A flurry of phone calls followed. 
On Wednesday, client-conferences. 
On Thursday, Fairbanks-Morse 
gave its approval, plus the necessary 
special appropriation, for a full- 
page, single insertion campaign in 
29 metropolitan newspapers and 26 
business publications . . all to ap- 
pear in the shortest possible time. 


Big Splash . . The splash was to 
rival that in the photograph. By 
Friday, the copy and layout had 
been prepared. But first, permission 
to use the picture had to be obtained 
from the Navy. How long would 
that take? 

With visions of red-tape and ob- 
struction, Jack Thomas, agency ac- 
count executive in charge of F-M 
diesels, flew to Washington. He 
even made progress over the week- 
end in the nation’s capitol. Con- 
ferring with officials at the Bureau 
of Ships and the Navy PRO in the 
Pentagon, he found them under- 
standing and helpful. On Monday, 
April 7, he received their permis- 
sion to use the Pickerel photograph. 

But it was while talking with 
Navy personnel that Mr. Thomas 
uncovered a windfall for F-M that 
was totally unexpected. The date 
April 11, he learned, was to be pro- 
moted in modest press releases as 
natal day of the “silent service.” He 
phoned this information to his Chi- 
cago office, composing the added bit 
of copy necessary for the tie-in. In 
Chicago, the ad was hurried to the 
foundry and matted the same day. 

Mr. Decker, meanwhile, arranged 
space for Friday, April 11, in the 
29 newspapers, principally in cities 
where F-M had local offices and 
also in several large seaport towns. 
For this he had an adequate margin 
of time, but, buying pages in the 
26 business publications, he en- 
encountered theoretically “closed 


WEW SALES POTENTIALS! 


... it’s the nation’s FASTEST GROWING 


HOSPITAL MARKET 


Just think of the new sales opportunities 
FOR SUPPLIES for you in the $250 Million ‘Southern 


Seathers lespitats epend hospitals are now spending annually for 
more than $250 MILLION ° 
supplies. 


annually 
NEW CONSTRUCTION PLUS the new sales potentials offered by 
more than $250 MILLION $250 Million in new hospitals now under 


in new facilities building : : ° . . 
<n -glthaad construction or in the blue print stage. 


STILL NEEDED PLUS the new sales the South will con- 
more than $1 BILLION in tinue to offer for a long time to come as 
new hospitals and facilities it builds to catch up with fast-growing 


needs. 


FOR 100% COVERAGE 


of this vast, growing, 14-state market. . . 


LOOK 10 


OUTER HOSPITALS 


the ONLY exclusively Southern journal 


As the official publication of the Southern state 
associations and of both the Southeastern and 
Virginia-Carolinas Conferences, Southern Hos- 
pitals enjoys the respect of Southern institutions 
and the people who run them. Edited and pub- 
lished by Southerners for Southerners, readership 
comes naturally! 


CLARK-SMITH PUBLISHING CO. 
218 W. Morehead St., Charlotte 2, N. C. 








the South deserves EXTRA Sales Effort 
SOUTHERN HOSPITALS provides it! 


TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 


Directory Number 


June 1952 /138 











Reach 


Consulting 
Engineers 


Architects 
Engineers 


\Wagbatac| 


Buying Power 


Contractors 


Reach the Key Men... Engineers 


HEATING and VEN 
tinuing Buying Power 
S. cities of 100,000 


PILATING’S Cor 

Survey p eri 
vats sie scent, Pipe Engineers 
r more population 


1 


locates the engineers and contractor ho are 


loing the bulk of the bus 
installing systems of he 
conditioning, piping and 
larger building field 


As a result of this cont 
ble to concentrate our 
these key buying author 
important our Close 


enables us to learn at 


kind of editorial informa 


ind holds their interest 


Interest Them... 


Industrial Plant 
Engineers 


iness in desig y and 
iting, 
lied ser 
Public Utilities 
Engineers 


ius 


circulation ‘ 
ities. And gual Government 


ontact witl met Engineers 


first) hand 
loot Hy) 
1 fills Sales 


Engineers 


Operating 


Equipment Design 


book” situations in most of the 
monthlies and even some of the 
weeklies. Yet he received such ex- 
cellent cooperation from advertis- 
ing departments that two weeks af- 
ter its newspaper bow, the ad began 
appearing in business publications. 
All 26 appeared before a month had 
elapsed. 

Reprints were sent to every F-M 
local office immediately following 
the ad’s newspaper debut. While 
there were no reported instances of 
sales as a direct result of this fast 
campaign (diesel engines are rarely 
bought on impulse), the ad com- 
manded attention among buyers and 
the public. 

Buchen’s’ research department 
made a survey in Chicago on the 
day following the ad’s appearance 
in the Chicago Tribune. Some 163 
people were interviewed on the 
street. They were first screened: 
each had read the newspaper the 
day before, was male and over 21 
years of age. Results: 63°. of the 


Suess ta pbiure iin ios 


a 


respondents recalled the advertise- 
ment. This rating is comparable to 
a “Starch noted” of 41°. for full- 
‘ page newspaper advertisements. 

mip ppd elke pean tts ; Wide circulation of the photo- 


ave them time an 


Sell Them... 


These busy men are not interested in Engineers 
theory or exhaustive research finding 

nt and gettin H& \ practical applica 
ns of the theory, actual uses for the rese 


findings 





graph throughout the nation’s press 
and newsmagazines prior to the ad- 
H & V locates the vertisement undoubtedly contrib- 
say licens: unter asendin a caeaad : uted to this recognition-effective- 
formation, builds inter ider-imteres th: ness. 
selling messag 

NTILATING 

} } lia] 


I our advertisnu schedule 


carries over in strength t 


Phat is why HEATING and VI 
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GO1/Circle on Readers’ Service Card 


How to ease printing production 
headaches with prepared tables 

A comprehensive review of its many 
services and typefi is lable from 
J. M. Bundscho, Inc., Chicago typographer, 
in a seven-fold sheet. A feature of the 
promotion piece is a table that converts by 
multiplication the characters per inch to 
various pica widths to determine the num- 
ber of characters that will fit in a single 
line. 





GOS/Circle on Readers’ Service Card 


Educate your distributors with 
basic advertising guide 

An objective study of advertising meth- 
ods and media has been prepared by The 
Ad-Ver-Tis-Er, Inc., as a guide for distribu- 
tors and dealers. Entitled, “Let's Know 
Our Business,” the study takes up such 
subjects as making up the advertising 
budget, merits of various media and over- 
all considerations of a distributor advertis- 
ing program. 








602/Circle on Readers’ Service Card 


Latest postal information 
available in wall chart 

A chart of new postal rates and informa- 
tion, complete with recent changes, is 
available from Pitney-Bowes, Inc., Stam- 
ford, Conn. Printed in three colors on stiff 
card stock, it can be folded away or used 
as a 12x18” wall chart. The user can 
mark off the eight parcel post shipping 
zones from whatever town he happens to 
be located in by referring to the “self- 
zoning” rule. 


603/Circle on Readers’ Service Card 


Market opportunities 
in one-family houses 

"KA Statistical Picture of New One-Family 
Houses in Metropolitian Areas,” published 
by “American Builder,” details the market 
opportunities represented by this type of 
building program. Subjects covered in- 
clude materials, mortgages, heating plants, 
equity, floor area and related matters. The 
story is told in readable tabulations. 


604/Circle on Readers’ Service Card 


Selling the printing industry 
made easier with new data file 
Basic market information about the print- 
ing industry is contained in a new data 
file folder compiled by “Printing Equipment 
Engineer.” Subjects covered include buy- 
ing methods in commercial and newspaper 
plants; extra value issues, and buying 
guides in the printing industry. The in- 
formation is presented on loose-leaf sheets. 





606/Circle on Readers’ Service Card 


Stimulate sales force with 
‘nudist’ sales contest 

“Nudist Sales Contest” is a bulletin of- 
fered by Hahn-Rodenburg, incentive com- 
pany, outlining its sales contest. Salesmen 
have their faces reproduced on mannikins, 
and win wearing apparel. The salesman 
who finishes with a Homburg and um- 
brella wins the top prize. 


Readers’ Service Dept. 
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607/Circle on Readers’ Service Card 


Catalog preferences 
of institutional buyers 

The preferences of institutional buyers 
regarding product catalogs is contained in 
a study made by “Institutions Catalog Di- 
rectory.” The survey covers analysis of 
filing facilities, type of catalogs preferred, 
percentage of catalogs filed, and favored 
ways of receiving the various catalogs. 


608/Circle on Readers’ Service Card 


Reproduction proofs 
for aiding advertisers 

The new “Catalog No. 102 of Approved 
Advertising Aids” is offered by A. A. Arch- 
bold, publishers. The listings include re- 
production proofs of stock headings, illus- 
trations, borders, panels, holiday art, pro- 
motional art, symbols, insignia, type fonts 
and similar material. The descriptions are ~ 
complete. 
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*Note inquiries for items listed 
not serviced beyond Sept. 15, 1952 
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Postage Stamp 
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If Mailed in the 
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BUSINESS REPLY CARD 
First Class Permit No, $5, Sec. 510, P. L. & R.. Chicage, I. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 
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& Send for these helpful selling tools 


609/Circle on Readers’ Service Card 


Key business men: what 
publications do they read? 

A survey of the “Reading Preferences of 
Corporate Officers and Executive Person- 
nel in the U.S.” sponsored by the “Wall 
Street Journal” through an independent re- 
search agency, discloses which magazines 
and newspapers are their first-second-third 
choice for general and business news. The 
survey list was made up from Poor's Reg- 
ister. 


SSCeeeeeeeeeeeseseeeeeeeeeeceseaeeseeee 
610/Circle on Readers’ Service Card 


How spectaculars help 
factory identification 

Identification advertising by means of 
spectaculars on factory buildings is de- 
scribed in “Factory Identification,” a small 
booklet published by Federal Enterprises. 
Various displays erected by Federal are 
described. A traffic analysis, which treats 
the role spectaculars can play in an over- 
all advertising program, is included. 





Z. 





* 


611/Circle on Readers’ Service Card 


Facts to help 
mail order advertisers 

The booklet, “Six Reasons Why,” is in- 
tended primarily for mail order adver- 
tisers. The booklet, offered by “Science & 
Mechanics,” covers such subjects as news- 
stand versus total circulation, bonus over 
circulation guarantee, cost per page per 
thousand and readers per dollar. 


612/Circle on Readers’ Service Card 


How to use folding cartons 
to package your products 
Construction designs for folding cartons 
adaptable to almost any shape or type of 
product is contained in a 28page “Style 
Guide,” issued by Robert Gair Co., New 
York. Information includes use of machine 
filled and machine formed cartons, and a 
helpful check list of points to consider in 
package planning. 








BUSINESS REPLY CARD 
First Class Permit Ne, 85, Sec. 518, P. L. 6 BR. Chicage, I. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 
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613/Circle on Readers’ Service Card 


How to promote your 
employe pension plan 

How leading employers “sold” their pen- 
sion plans to their employes to gain the 
maximum of good will and cooperation is 
contained in a new 16-page booklet, “How 
to Explain Your Pension Plan to Em- 
ployes,” published by the “Employe Bene- 
fit Plan Review,” Chicago. Potential source 
of good employe relations ideas. 





614/Circle on Readers’ Service Card 


Decals for machinery 
Metal-Cals, decals made of anodized and 
dyed aluminum foil, apply quickly to any 
smooth, cohesive surface such as metal, 
glass, porcelain, wood, paint or enamel. 
The folder, “Put It On, Keep It Up . . With 
MM. 'al-Cals,” describes their uses in such 
maiters as applying trademarks or in- 





615/Circle on Readers’ Service Card 


How ‘Oil Forum’ reaches 
the petroleum industry 

This media and market data brochure 
gives a detailed picture of the petroleum 
industry as it relates to “The Oil Forum,” 
also presenting a study of buying habits 
in this field. Men responsible for purchases 
at all of the various levels are indicated. 
Data includes capital expenditures by in- 
dustry divisions such as exploration, drill- 
ing, pipelines, refining, etc. Follows recom- 
mended NIAA outline. 


616/Circle on Readers’ Service Card 


Survey tells about 
nation’s trailer dealers 

A composite picture of the trailercoach 
industry is the result of 100 dealer-inter- 
views conducted by “Trailer Dealer.” 
Types of display they have, and what they 
do in the way of advertising and promo- 
tion, are surveyed in 23 states. Results 
available for the asking. 





*Note inquiries for items listed 
not serviced beyond Sept. 15, 1952 











(1) to build company prestige EXAMPLE No. 24 


among executives of the chemical 
consuming industries, (2) to ac- 
quaint industry with new USI prod- GENERAL INDUSTRIAL MACHINERY AND EQUIPMENT 
ucts and (3) to demonstrate the 
diversity and completeness of the 


Among manufacturers of 


company’s line of products. 

Among the evidences of the cam- 
paign’s success has been the out- 
cropping of many imitators of the 
ad format. The Advertising Re- 
search Foundation study of the 
March, 1951, issue of Chemical En- 
gineering showed the USI insert 

© rer srehi Go, 

a SRE A UTS: 666 KEY PLANTS EMPLOY 195,277 

One example of how the cam- 
paign gets results was the introduc- — account for 90% of total employment, 
tion of a new item, methionine, to 
the drug industry. After the initial 
announcement in “U.S.I. Chemical 
News,” the company received 200 


o ec a en 
90.4% of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
? 666 major plants — those with over fifty employees — by names, location 
inquiries that brought $145,000 in number of employees, and chief product manufactured. 
sales. The only advertising used The field of GENERAL INDUSTRIAL MACHINERY AND EQUIP- 
was a series of short items in USL. MENT includes pumps, air and gas compressors and pumping equip- 
Chemical News announcing _ its ment, elevators and escalators, conveyors and conveying equipment, 
availability and spotlighting new blowers, exhaust and ventilating fans, industrial trucks, tractors, 
trailers, stackers, mechanical power-transmission equipment, industrial 
adil iin alae ac : furnaces and ovens, industrial and domestic mechanical stokers. 
0 oR TR Oh: ee a me The field is only one of 144 segments of manufacturing industry. In 
in Associated Business Publication’s each of the 144 segments, McGraw-Hill’s Census isolates, identifies, 
1947 industrial advertising contest classifies and rates the worthwhile manufacturing plants. 
and one of the Putman Publishing 
Co. awards at the 1948 National In- 
dustrial Advertisers Association oe ‘suing Census is better 

{ McGraw-Hill’s Continuing their 
gabe who and where manufacturers vai ton 
nay ph bles us fo concentrate our circulatio 
ake — enables h worth-while plants 
onal contact, on the 

Comparable company 

thin those plants. her industries 
tained for the other inc! aang 
of this continuing activity 
es in key plants 


uses. 


convention. The basic purpo 

It would be misleading, however, publishing contro 
to leave the impression that U. S. size, what exons nine 
Industrial Chemicals Co. today con- activities, by sere oil wi 
. ; a i ; 
fines its advertising to U.S.I. Chem- and the a developed and main 
ical News only. In addition it uses notions she atnetoh and the result, ike 
: . . Poe e . ° i ntiv 
eight publications for advertising its _— inute paid audience of buying ! 
ni a an up-to-the-minu 
resins; 26 for insecticides; 18 for for McGraw-Hill advertisers. 
feed and pharmaceutical products; 
eight for grain protectants; one for 949 Census, showing such statistics as 
hospital alcohol; and 10 directories 7 . distribution by employee size 

v . ° 
for miscellaneous advertising. Also persis by major and sub-major in- 
it has recently been using New York pean by regions, by states, = 
Jqurnal of Commerce occasionally other facts are all contained in a : 
for institutional copy. page MARKET DATA BOOK. aged eo 
or ask your McGraw-Hill man 

copy. 


Complete details on McGraw-Hill’s 





The original news sheet insert ap- 
peared in June, 1932 in chemical 
and drug publications. The com- 
pany was then the U. S. Industrial 
Alcohol Co., and the news sheet 


was called Solvent News.” Has MCGRAW-HILL PUBLISHING COMPANY, ING. gp 


Advertising Co. had the account in | 
those days. 330 WEST 42nd STREET NEW YORK 36, N.Y. i 
es — —_—o | 


+ 
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, Reprints of editorial features 
@ Send for available are offered here as a special 
QU i) service to IM readers. Please 
Ih “4 send number and name oi 

U) Te : a 8 ! ts article with exact amount in 

coins, stamps or check to: The 

Editor, Industrial Marketing, 209 


with customers E, Illinois St., Chicago. 


of Industrial Marketing Sorry, we can't handle credit 


and prospects i a ee pag 
. gy feature articles ” a " 
Latin America’s enormous o 


Textile industry: -- 





How to live happily with your agency 
is the SERVICE by Howard <i, Pewyer, Keet, 10 
performed by 4214 = eo ae. agencies place 415.897 pages in business papers in 1951 


’ TEXTILES by Riss Komen eli 
-PANAMERICANOS 2 ose ee 


every 


month 2 ~ R You can hire salesmen faster with this interview technique 


industrial salesmen earn average $8.000 in ‘Sl 


Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150,000 


and i te ae 


Today's cheap advertising dollar . . is it fact or fancy? 
1951 business paper volume to reach all-time peak 

Dy 4 4 Venezian, sept i9oi é 

How to use Starch readership reports 

k w 3. Sawye ily, Aug., 1951 


Today's sales incomes can get out of hand. . stop them 
by Birney M rand B. K M tt. Tune 51. 3 


How 551 advertising agencies placed space in business papers in 1950 


A guide to better publicity 
by members of the Industria 
Here, in 3 How industry buys 
Ps k r Platter 
clear, simple 1 4 How business papers can meet their new competition 
. . *. J um A. Marste r, Apr 1950 
idiomatic 
. 
Spanish .. . 


is given month by-month re- 
ports of textile technological 
progress. Here the leading 





Decentralize your sales force for more effectiveness 
sler ar, May, 19 25 


How to use graphs in industrial advertising 


22 things you shouid know about industrial buyers 


machinery, dyestuffs and tex- R175 How to measure results of industrial advertising 


4 


tile chemical exporters present 


their lines and, during times of M 16 ways to sell to enginee 


ring departments 
Apr 449 “1 


material shortages, insure that 
the fame of their organization 2 1€ How to make external publications pay off 


larr nM 4 
| 1 N 49 


is kept alive. si 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX- 
TILES PANAMERICANOS as 


a guide to what is new in North 


We went to four-color inserts on a cut budget 


4 


Mockup demonstrator improves salesmen’s closing ratio 
Using newspaper advertising to spot industrial buyers 
America and who makes it. 214 How can I find what type to use? 


For complete details about this 
productit e business journal 1144 Techniques that will make your copy pull 


48 


write: 
Market research combats high distribution costs 
2 urd p, Fek 1948 


The effectiveness of repeated advertisements 
Sept.-Nov., 194 


Repeat Ad Stud 


i is 
teering mmittee of adver 
POS 7 "tht Od t more each; 25 e, 25¢ each 


The economics of industrial advertising 
PANAMERICAN PUBLISHING COMPANY, inc. - : veal, Sept., 198/. 4 
570 7th AVENUE, NEW YORK 18, N.Y. R The orchestration of type 


ee le eae ee te | 


138 /industr il Marketing 





(=a News 


Advertisers, agencies uphold 
value of ABP reader studies 


@ NEW yorK . . Additional reader- 
ship studies of business publications 
are needed. This is the opinion of 
86°, of the agencies and advertisers 
responding to a survey made by As- 
sociated Business Publications. 

Answering questionnaires sent 
out by ABP to determine use of 
readership studies already made 
were 225 members of the American 
Association of Advertising Agen- 
cies, the Association of National Ad- 
vertisers and the National Industrial 
Advertisers Association. Some 79°, 
of these found readership studies 
helpful as a guide on “amount of 
readership received by business pa- 
per advertising.” 

Other highlights: 61°; have used 
issued studies “occasionally,” 11°, 
“frequently” and 28% not at all 
since first reading. 

Thirty publications were listed by 
ANA members as ones they should 
like to see studied, with Iron Age, 
Steel and Chain Store Age leading 
the list in number of mentions. The 
4A members listed 63 publications, 
with Iron Age, Steel and Factory 
mentioned most often. 

Members of NIAA list 15 papers, 
but no tabulation is presented in the 
survey to show the number of men- 
tions. However, comparable studies 
of such publications as Factory 
Management & Maintenance and 
Mill & Factory; Textile World and 
Textile Industries; Hardware Age 
and Industrial Distribution; Flow 
and Modern Materials Handling are 
among those specifically mentioned 
by respondents. 

A total of 6% of the advertisers 
and agencies report the ABP studies 
have contributed “nothing” to pro- 
vide a clearer appreciation of busi- 
ness paper readership as a whole; 
12°, report “somewhat” clearer; 
48°, report “moderately” clearer, 
and 34° “much” clearer. 

The current ABP survey indicates 
advertisers and agencies have been 
able to draw conclusions, from 
readership studies, on the relative 
importance of illustrations, headline, 


copy and color in business paper 


ads 


..-In a BIG WAY by turning to Johnson Printing’s 
complete all-under-one-roof offset service, especially 
on fine color process or long-run production. Why 
not join the SMART group who have already saved 
BIG MONEY? Write, or phone or wire collect NOW! 


Falun Hrinting 


—- ) EAU CLAIRE, WISCONSIN 
2219 Galloway St. Phone 6127 
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are copies of 

Ceramic Bulletin 

kept for months 
when other magazines 
are soon discarded 


Because articles in Ceramic Bul- 
letin are written by the leading 
authorities in every phase of 
the ceramic market, back issues 
become prized possessions of 
timely information. In offices 
from Coast to Coast, complete 
files of Ceramic Bulletin are 
constantly referred to for au- 
thoritative information. 

Plan now to include Ceramic 
Bulletin on your advertising 
schedule — and give your ad- 
vertising message month after 
month readership impact. 


Ceramic Bulletin 


the American Ceramic Society Bulletin 
2525 WN. High St., Columbus, Ohio 
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Letters to the editor 





for proper servicing of the client’s 
advertising, and the agency sets 
aside at least that much time (us- 
ually with a_ healthy 
safety until the estimate has proved 
itself). We benefit, too, by know- 
ing whether our account men can 
or can’t take on another account. 


margin of 


A last word to your ad managers. 
Surely any client must spend time 
acquainting his with his 
product and the objectives of the 
But there’s an investment 


agency 


business. 
involved in every service a_busi- 
ness buys, indeed in every employe 
But then there’s a return, 
if the investment is wisely made, the 


it hires 


kind of a return that only a special- 
ist in a specialist's business can pro- 
vide . . STANLEY J. EDGE, president, 
Edge & Armbruster, Pittsburgh. 


His client plans a clinic 


® TO THE EDITOR . . One of our cli- 
ents is planning to set up a clinic 
to demonstrate the industrial uses 
of his product. In this particular 
instance it happens to be a wood 
screw for the furniture industry. 

They plan to rent a public hall 
in this furniture town and invite 
the employes of local furniture fac- 
tories to attend the clinic. 

We would appreciate very much 
if you would send us by return mail 
articles that you 
may have on such a subject 


any reprints or 


JACK M. RAYMOND, J. Walter Thomp- 
son Co., Ltd., Montreal 

[You might like to see these ar- 
ticles: “Dearborn Gets an Idea 
and Customers Come for Miles,” 
Dec., ’51, p. 44; “8-Point Promotion 
Plan Sparks Penn’s Traveling 
Show,” June, 50, p. 44. . Ev.] 


Will reprint news from IM 


® TO THE EDITOR . . A new sales 
bulletin is planned for distribution 
to our sales organization and occa- 
sionally to our customers. This bul- 
letin will not be sold and will con- 
tain up-to-date news regarding the 
industry, plus sales information. 
We would like permission to 
quote from your editorial and news 
columns and to reproduce cartoons. 
Your publications would be credited 


Tearsheets only 
or 
detailed report furnished 


Competitive tests show ACB 
produces from 39% to 350% 
more than other methods. If you 
want a true picture of your own 
or competitive advertising ‘men- 
tions”’ appearing in daily and 
Sunday newspapers, ACB will 
furnish it. 

Get in touch with the nearest 
ACB office for rates and service 
outlines. Or if you prefer, ask 
for ACB’s big new 1952 catalog 

The Advertising 
Checking Bureau, Inc. 
New York « 79 Madison Avenue 
Chicago « 18 S. Michigan Avenue 
Columbus « 20 S. Third Street 
Memphis « 161 Jefferson Avenue 
San Francisco « 51 First Street 





BLAST FURNACE AND 
STEEL PLANT 


re ae 


—A monthly paper 
devoted to articles concerning the making 
and rolling of steel. 

Read by the executives and key operating 
officials of the steel plants in all parts of 
the world. A.B.C. — A.B.P. 


STEEL PROCESSING 


baienh fe 








—A monthly i i paper 
devoted to articles on Forging, Heat Treat- 
ing, Stamping, Forming and Welding. Read 
by the executives and key operating officials 
in steel processing plants throughout the 
world. A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. 


Advertising rates om any of the above on 
request. 
Directory of Iron and Steel 
Plants 


—Published annually. 
Price $15.00 postpaid. 


Directory of Steel Processing 
Plants, 1952-53 edition 
available 


—Published periodically. 
Priced $15.00 postpaid. 


Publishers 
STEEL PUBLICATIONS, INC. 


4 Smithfield Street 
Pittsburgh 30, Pennsylvania 











as the source and copies of the bul- 
letin would be mailed to you where 
such material is used. 

Your permission to use such ma- 
terial would be very much appre- 
ciated . . W. E. SCHNEIDER, La Salle 
Steel Co., Chicago. 

[You may quote if you give cred- 
it... Ep.] 


Will spread gospel on 
how to live with agencies 


® TO THE EDITOR . . The article titled 
“How to Live Happily with Your 
Agency . . and Vice Versa,” which 
appeared in your April issue is, we 
feel, the best statement of the prob- 
lem we have read. Our thanks to 
Mr. Sawyer for writing it and to 
you for printing it. 

Would it be possible to obtain 25 
reprints? We would like to spread 
the gospel among clients old and 
new, who have not as yet seen the 
light . . FRED W. HINICKLE, Madison 
Advertising Agency, Madison, Wis. 


Wants data on mobile sales 
units .. trucks and buses 


® TO THE EDITOR . . Would appre- 
ciate any clipped articles or refer- 
ences you may have on the use of 
mobile demonstration units by man- 
ufacturers. I’m referring to vehicles 
such as a bus or truck, specially 
equipped and fitted with the com- 
pany’s products. 

Such units would travel to field 
offices, customers, schools, trade 
shows, etc., for educational and 
training purposes. Anything on us- 
age of such vehicles, operating and 
maintenance costs, would be help- 
ful . . GORDON H. WEHRLY, Vickers, 
Inc., div. of the Sperry Corp., De- 
troit. 

[“A Trailer Truck Beats Libbey’s 
Special Sales Problem,” Oct. ’51, p. 
36, and “Door-to-Door Selling of 
Heavy Machinery Succeeds for the 
DoAll Co.” May, ’52, p. 46, will give 
you some good information . . ED.] 


M4GP places 1,905 pages 
in business papers in ‘51 


® TO THE EDITOR In the past, 
Marschalk & Pratt has been glad to 
cooperate in furnishing necessary 
figures for your tabulation of space 
placed in business papers by adver- 


continued on page 145 


In The PAPER INDUSTRY Magazine 


121 of subscribers 


read your ad AT HOME 


Largest number of VOLUNTARY PAID SUBSCRIP- 
TIONS .. . Largest Circulation . . . Lowest cost per 
1000; biggest BUY in the industry! 





The PAPER INDUSTRY monthly magazine 
guarantees 87.57% PAID CIRCULATION 
to management and operating levels: the 
KEY PEOPLE who observe and report 
the performance of products, who influ- 
ence decisions and make buying recom- 
mendations and, who actually buy more 
than 4000 separate items per year! 


The Paper and Pulp Mill Catalogue, published 
yearly in September... 

. 1s mailed to more than 3 executives in 
EVERY operating mill in the United 
States and Canada, and many in For- 
eign countries! 
is referred to thousands of times per 
year, collectively, in mill offices of more 
than 1000 plants! 
constitutes 3 books in one: The Manu 
facturing Catalogue Section; The Buyers 
Service Section; The Engineering Hand 
book 


hd L, 
Amortcas large and small — responsible — manufactur 


ers and suppliers advertise in this “UNIT” to SELL this tremen 
dous market. Join this group and get your share. Buy “The 


UNIT’! Take the Lead! 


3000 


See SRDS for Magazine and Catalogue combination rates 








FRITZ PUBLICATIONS, Inc. . . 431 S$. Dearborn St., 
Chicago 5, Ill. 
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everything 
into 





June 1952 September 
14..2 
8-11... American 


8-12..N 


fel? ora ct 4 A : " n Shera $.19..N , he 
exhibits & bia of Fel Tes WR va 
except So = Hare aie ries 21.27. Dairy Industries 


16-20... Industrial Finishing 




















Just because prefab exhibits are 





: light weight and low priced 22-28.. American Society of Me 
doesn’t mean you sacrifice the nog sotcatoeliggs Cae 
attractiveness and effectiveness Y 
of name lighting, spotlights, 23-26... Automotive Accessory Ex 

translites, artwork, photo blowups, a A ee 

i shelves of every description .. . . 5387 .. Ai meeitie teatiae ie bi ae 
just about everything you get in > 
the most expensive displays. 24-27... An 


the prefab recipe: 
@ send for portfolio of 22 designs, July 








. plus photos and all information. : erials Handlir 
b . . 22-25.. American Hatchery nven Exposition hi 
give us your design preference and Baer shige ssn Siaes ae ei ‘eae 
tell us what you want to show and say, ins Seated oe me eae 
¢ we send color sketch and price quote, 1000..X 20-24 xr 
(10 ft. averages around $250) Bh 
ei all conferences are bypassed—give us ae 20-24. . Nati ngress & 





the OK and we'll meet any delivery 
schedule. 

Cooking time from @ through d . 

is 2 to 3 weeks. 11-14.. Navona 


August 
od 21-24.. A: 





November 


1-30 . . Internati 


CAPEX te EXHIBITS 


1775 Broadway 
New York City 
615 South Boulevard 
Evanston Illinois 
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18-21.. Beauty & Barber Supply In 6-8../ 














Traveling exhibit 


IVE 





one thing, management people like 
to speak to their counterparts. The 
same holds for the technical people. 
Questions and answers are ex- 
changed in the language of common 
training and_ responsibilties. It 
saves time in the long run and con- 
sidering the matter from the stand- 
point of public relations, it helps 
build friendships.” 

Is such an exhibit worth while as 
a sales stimulant? 

Over the long haul, yes. Imme- 
diately, no. That is the attitude of 
Dow-Corning. The company would 
be embarrassed if an immediate 
flood of orders resulted. Although 
the plant capacity has been doubled 
and redoubled since 1945, continu- 
ing and mounting demand has made 
it necessary to launch a $13,000,000 
expansion of facilities. Officials re- 
fused to give any sales figures ex- 
cept to say “our sales are in the 
millions per year.” 

Dow-Corning builds a 
list by registering exhibit visitors 
by name, affiliation and title. Some 
20,000 visitors have seen the ex- 
hibit since last October. 

“We intend to keep the exhibit or 
something similar as a permanent 
part of our program,” Mr. Bass said. 
“We have found that it is practical 
and worth while to bring our sili- 
tangible form to 


mailing 


cones story in 
prospective buyers.” 

What has Dow-Corning learned 
about meeting prospective buyers 
via the exhibit method? Said Mr. 
Bass: 

“We found that simplified mov- 
ing exhibits created more interest 
than static exhibits. 

“We soon learned the advisability 
of having the most qualified people 
available to answer questions and 
carry on discussions with visitors. 

“And we found that having active 
interest by our top management 
helped produce a better exhibit and 
the presence of the company’s rank- 
ing people made for better relations 
between Dow-Corning and its pro- 
spective customers.” 

What does it cost to arrange an 
exhibit of this type? 


Company officials demurred at 


uccess OUTOrY, 


Written by HPEN’s Advertisers! 


"You have hit upon the formula for catch- 
ing busy contractors and dealers,"’ an ad- 
vertiser told us recently. That it is a suc- 
cessful formula is shown by the growth in 
HPEN's advertising volume in the 2 | 3 
years since Vol. |, No. | appeared — from 
20 | 9-page units in the tirst issue to over 
135 in the April, 1952 issue. Why this 
amazing success? First, because HPEN is 
the only paper devoted exclusively to giv- 
ing contractors, dealers and wholesalers the 
information in which they are most inter- 
ested — news of new products, product 
applications and new trade literature. Sec- 
ond, because its editorial format puts 
every advertisement near reading matter. 
Third, because its circulation of over 35,- 
000 assures thorough, across-the-board 
coverage of every part of the heating and 
plumbing market. Want more informa- 
— Send for our 8-page "Facts" book- 
et. 
An Industrial Press Publication 


October 
1950 
45 Units 


April 
1950 


36 Units 
January 


1950 
Ist Issue 


20 Units 


148 LAFAYETTE STREET 


& DIRECTORY NUMBER 


Industrial Marketing 


April 

1951 

Over 
135 Units 


October 
1951 


90 Units 


April 
1951 


69 Units 


NEW YORK 13, N. Y. 


Ann 


ual Market p 
Directory Retibes 

















Deena aera 





| The 

e | | AERONAUTICAL 
||| ENGINEERING 

| REVIEW 

| Announces its 
||| 2nd Annual 

| SPECIAL ISSUE 
|. 
ELECTRONICS 














IN AVIATION 
May, 1952 Issue 


Order Advertising Space Now! 


Forms Close April Ist 
if =) Write, Wire or Phone for de- 
a. tailed information and book- 


let, “Your Aviation Market.” 





Aeronautical Engineering Review 
2 East 64th St., New York 21, N.Y. 
TEmpleton 8-3800 


The 
TRAILER 


By advertising to this new field 
ae will reach over 8,000 Trailer 
arks representing homes for over 
1, million people and also repre 
senting over 000,000 in 
grounds, utilities and facilities. A 
large number of parks have stores. 
i filling 








c ies. rf 
stations, | dri and c g 

These parks actually represent 
small villages of 100 to 3.000 per- 
sons. They have the same needs 





as villages for items such as streets, 
sewerage and water systems, light- 
ing. signs, landscaping, food sup- 
plies, etc. 


Write today for market 
study on this new way of 
American life 


MANAGEMENT 


4006 Milwaukee Ave 
Chicago 41, Illinois 










TRAILER 
PARK 
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giving out exact figures, 
out that 
outlook 


costs of some of the displays raised 


pointing 
the Dow-Corning’s basic 
and the high engineering 
costs above that of run-of-the-mine 
Obviously, the 
The com- 


traveling exhibits. 
payroll costs are heavy 
pany purchased a truck with a spe- 
cial body to transport the exhibit 
Some savings were effected by in- 
viting customers to show some of 
their products embodying silicones 
Such credited for 
their share of the exhibit. 

The 


Washington, 


exhibitors were 


exhibit has been shown in 
New York, Boston, 
Cleveland, Detroit, 
Before spring 


Philadelphia, 
Dayton and Chicago. 
it will appear in Los Angeles, Se- 
attle, Dallas and Houston. To at- 
tract visitors, the exhibit has been 
featured in business paper adver- 
tising 

The exhibit was designed jointly 
by the Don Wagnitz advertising 
agency in Midland, Mich., and Dow- 
Corning’s advertising manager, L. S 


Putnam 


Bakelite’s tough job 


ntinued from page 64 











Cement? 


225,000,000 barrels a 
year. Immense, and of 
growing importance in 
engineering construc- 
tion... 


Rapid growth and present pre-eminence 
of concrete in the construction field is 
no accident. nor is it by accident 
that the ACI JOURNAL is aimed ex- 
clusively at serving this billion dollar 
industry ... 

The 6,700 key men in the field — the 
readers of ACI JOURNAL — are im- 
portant, both to the construction in- 
dustries and to anyone selling these 
industries, for these reasons: They 
specify and buy for the largest construc- 
tion organizations and government 
agencies, and because they are key men, 
their decisions tend to create acceptance 
throughout the entire industry. Sell 
them, and you're in! 

Space in the ACI JOURNAL is one of 
the best buys you can possibly make in 
the construction field. Send today for 
sample copy, rate card, and data. 


Journal of the 
AMERICAN 
CONCRETE INSTITUTE 
18263 West McNichols Rd. 
Detroit 19, Michigan 














automotive manufacturers who may 
use about ten pounds of plastic parts 
per car, and who purchase under 
strict engineering specifications, to 
the small cutter who makes baby 
pants for the neighborhood variety 
stores. 

Articles are in an objective, edi- 
torial style, usually showing how a 
product can be improved and pro- 
duced faster and more economically 
by the use of plastic material. Lay- 
out is modern, simple, free of trick 
typography and aimed to tell a 
story quickly 

The results of this treatment show 
in these ways: 

1. As a “fact” publication, it is a 
heavy inquiry puller. These inquir- 
ies may be requests for technical 
assistance in formulating materials, 
designing 


specifying materials, or 


new products, or consist of 


requests about sources for purchas- 


may 


ing and products featured in the 
publication. 

2. It is a means of providing fabri- 
cators and end users, whose 
products appear in the publication, 


with material that they may use in 







EVERY-DAY 
Team-Work 
ina 
Teeming Market 





























Five days a week, over 30,000 
management, purchasing, and 
Operating executives turn to the 
pages of AMERICAN METAL 
MARKET for prompt, accurate 
reports and quotations on metals, 
metal products, ores, and alloys 
... for daily trade, market, and 
governmental developments af- 
fecting the metal trades. If you 
have anything to sell to this 
teeming market, the shortest, 
fastest contact with its principal 
buying influences is through ad- 
vertising in the most-wanted of 
all metal-trade papers... 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metol Industries 


18 Cliff Street New York 38, N.Y. 









are me 





their own promotion. For these fab- 
ricators and end users, special re- 
prints based on “Bakelite Review” 
articles 


are produced with print 


runs ranging from 1,000 to 5,000 

3. These fabricators or end users 
frequently require copies of the 
complete publication for their sales 
promotional activities. Again, these 
copies are mailed to end users’ in- 
dividual the 
thousands. 

Editor of “Bakelite Review,” 
which plays this important role in 
the advertising program, is Stephen 
J. Wilson, who works in cooperation 


mailing lists in 


with Allan Brown, vice-president 
and general advertising manager; 
Robert J. Barbour, ad manager of 
thermosetting products, and Allen 
F. Clark, ad manager of thermo- 
plastic products. 


Letters to the editor 


ntinued 





tising agencies . . and we still are. 
But this year no one in the agency 
recalls having seen a request for in- 
formation. 

Even though it is pretty late, I’ve 
taken the liberty of having our me- 
dia department compile our figures 

1,905 pages in 1951, 2,106 pages 
in 1950. I’m hoping you'll be able to 
find a spot somewhere in your June 
issue to indicate that Marschalk & 
Pratt is still very much in the in- 
dustrial advertising picture 
CHARLES R. FORCE, publicity director, 
Marschalk & Pratt Co., New York. 

[M&P is definitely in running . . 
ranks in top 60 of IM’s published 
April list . . Ep.] 


How to live happily 


® TO THE EDITOR . . I was much in- 
terested in the article on page 46 of 
your April issue, “How to live Hap- 
pily with Your Agency . . and Vice 
Versa.” 

Undoubtedly you have had many 
requests for reprints of this par- 
ticular article. For that reason, I 
should like to know what you would 
charge for 20 copies. As soon as 
we hear from you, we shall forward 
our check in payment. 

I want to take this opportunity to 
congratulate you and Mr. Sawyer 


| 


| 


WHAT'S GOING ON? @ 


The Super-Market In the 9 of America’s Industrial Future 


What WE learned from a 


voluntary write-in campaign. 


79% Men out of a Hundred 





Read (onstruction News Monthly Most Thoroughly 





A recent survey disclosed the fact that 79.50% of the contractors in our region 


read our book most thoroughly. 
them by an independent research organization. 
significant as the names of publications had to be written in 
to influence answers. 


This was in response to the questionnaire sent 
The large percentage was highly 
none were mentioned 


The next most thoroughly read book re- 


ceived only a 10.25% rating. 
TION NEWS MONTHLY with 


CONSTRUC. 
79.50% 


topped all other nine books listed PLUS the 
classification of “Others” (there being sev- 


eral in this group). 


The Reason for the Eagnr (and thorough) Readership: 


Contractors, Engineers, Architects and Public Officials con- 
cerned with construction read CONSTRUCTION NEWS 
MONTHLY most widely because its news is about construc- 
tion (or personal items in the field) and it is LOCAL in 
this great SIX-STATE area. A local event or project is 
usually of more interest than something national or inter- 
national! 


They also read it eagerly because it is BENEFICIAL! It 
affects their pocketbook! It lists “BIDS WANTED,” “CON- 
TRACT LETTINGS,” new construction planned, etc.—the 
lifeblood of the industry! It allows them to keep up with 
developments in this field! 


To sell the construction market in this great six-state area, 
use CONSTRUCTION NEWS MONTHLY—to use CONSTRUC- 
TION NEWS MONTHLY is to sell the construction market in 
this wealthy section. 

Ask for copy of above survey and other vital facts you 
should know. 


The Lifeblood 
of the 
Industry 





| OVER 6500 READERS 





Ropciling 


CONSTRUCTION ACTIVITIES 


+ OKLAHOMA 


Eastern MISSOURI 
ARKANSAS 
Western TENNESSEE 
LOUISIANA 
MISSISSIPPI 





Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 
Business Papers @ Farm Publications 
Consumer. Magazines 


Dearborn St., Chicago 4 


CHICAGO 


Manhattan Bidg. 


343 So 


If you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


For over 67 yeors the leading 
journal of the coal industry 
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upon the excellence of this pres- 


entation RICHARD G. MONTGOMERY, 


Richard G. Montgomery & Associ- 
ates, Portland, Ore 
[Reprints are available, 25¢ each 


ED. | 


How does U.S. business press 
serve American industry? 

® TO THE EDITOR . . We are contem- 
plating a Scope article on the serv- 


ice that business periodicals can 


7eN¢ 


provide for their readers and adver- 
tisers, in the way of marketing ad- 
vice and promotion. We believe 
that this type of assistance to in- 
dustry by the trade and technical 
press has been much more fully de- 
veloped in the United States than 
over here, and that we in Britain 
can learn a good deal from Amer- 
ican enterprise in this direction. 
As Scope covers the whole field 
of British industry, and has a wide 


readership at executive level, we 
wish to make the proposed article 
as comprehensive as possible, in 
view of the interest it is likely to 
provoke. 

We would therefore be most 
grateful for any details you can give 
us on your own marketing advice 
similar plan, and _ its 
ELMA 
MITCHELL, librarian, research depart- 
ment, Scope, London. 


service, or 
usefulness to advertisers 


weet 
uM 


od 





Hallicrafters 





brochures were also sent out in re- 
sponse to inquiries pulled by adver= 
tising. A small pamphlet was pro- 
duced for consumers who inquired 
about Littlefone. 

The copy theme for the initial ads 
was pegged on a “new communica- 
tions tool for industry” and was in 
lay language . . not technical at all. 
Various uses of Littlefone, both 
portable and fixed, were illustrated. 
The same technique will be used in 
future ads. 

The ad schedule will be increased 
with more emphasis on use of busi- 
ness publications serving specialized 
fields. Some 90°% of the budget will 
be for business publications, with 
the remaining 10% divided among 
direct mail, publicity and related ef- 
forts. Hallicrafters’ own outlets are 
expected to promote Littlefone and 
will have a cooperative advertising 
arrangement to help them do it. 
The co-op schedule expense is in- 
cluded in the 90°, for business pub- 
lications. 

Simplicity marks the operation of 
the Littlefone. To send messages 
one has only to turn on the power 
switch and depress the button on 
the hand-set. Releasing the talk- 
button transforms the Littlefone 
into a receiving unit. 

The Littlefone has a range of 
about two miles at ground level. 
When used with an existing FM sys- 
tem, a portable unit can maintain 
communications within a 15-mile 
radius of a 300-foot central station 
antenna. A Littlefone in a plane at 
2.500 feet will have its range in- 
creased to 25 miles, and at 10,000 
feet to 125 miles. 

The Littlefone operates on either 
the 25 to 50 or 150 to 174 megacycle 
band. 

Hallicrafters now is busily at 
work preparing a new _ bulletin 
showing possible applications for the 
unit and promoting various hook- 
ups and accessories. Carrying kits 
and other accessories are being pro- 
moted intensively in conjunction 
with Littlefone. 


Sorensen & Co., Chicago, handles 
the advertising. 








SELF-SBAb 
OPEN-SIDE 
MAILER 


Press to Seal 


Here’s a new Self-Seal Envelope 
for bulky FIRST-CLASS MAIL 


“Send it First-Class” is frequently a must 
today. Bulky papers, even catalogs, that used 
to travel Third- or Fourth-Class now go in 
style to save time. 

This new Self-Seal open-side envelope is 
just the ticket for bulky mail. It’s husky. It’s 
sturdy. It provides an expansion factor with 
its double Self-Seal strips that seal and hold 
with pressure alone. No moisture required. 


it’s one of eleven specific suggestions 
for efficient mailing department operation 

This SELF-SEAL Open-Side Mailer idea is 
just one of eleven economy and efficiency 
suggestions to be found in a new portfolio 
called “Help for the Heart of Business” which 
U.S.E. has put in the hands of your printer or i 
paper and envelope merchant for distribution. 

The new ‘Heart’ Portfolio 


Ask him to show it to you. divs & ee. at Oe 
hundreds of new profit op 


UNITED STATES ENVELOPE COMPANY portunities covered in the 
144-page, pocket size U.S.E. 


SPRINGFIELD 2, MASSACHUSETTS Handbook — concise, com- 
plete, authoritative. Ask 
your printer or merchant 


14 Divisions from Coast to Coast H 
or your copy £9-A 

















For all the Facts 
on Industrial and 
Trade Market Data 


Nine out of ten engraving buyers poy 
twice os much as necessary. Here is a 
LOOK in fast, quality service used by many good 
advertising agencies. ‘ in. $1.00 
Zine halftones up to - in. $1. 
Industrial Marketing's 1952 Zine etchings run 7 a in. $1.10 
Mounting above zines 10c each. Write 


today for samples of our work and price 
sheet. Seve V2 and more! 
ENGRAVING 
10 Co 
DIRECTORY NUMBER mcrrcuartn es 
° 
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What you 
should get 
from a 


lithographer 


From the representative: intelligent counsel, 
proper pre-planning, and conscientious follow 


From the creative department: fresh and 
stimulating ideas, copy slants and helps, layout 
and design, finished art and illustration, art 
lirection and typography all prepared to per- 
it practical, economical reproduction 


From the plant: time-table delivery schedules, 
faithful reproduction, positive color control, 
hairline register, accurate work of skilled crafts- 
men, modern facilities and methods, using best 


possible materials 


We of Philipp are proud of our capabilities 
and the fulfillment of these and other points 
We're anxious to prove our value to you on 


Inquiry Handling 





ing this and other businesses is so 
precarious, it seems to follow logi- 
cally that the importance of in- 
quiries has increased and few man- 
ufacturers can afford to ignore them. 
The big error in this instance was 
in the failure of the advertiser to 
dovetail his publication advertising 
with his sales promotion. It is a 
major mistake in planning not to be 
prepared to answer inquiries before 
the advertising is run. 


your next assignment. Call us in. 


EE" Company 2. . This company an- 
swered the inquiry promptly, ac- 
cording to an efficient routine. 

The reply was addressed to John 
Whaite, in spite of the fact that the 
letter of inquiry was signed person- 
ally by Mr. White and carried his 
typed name and position. 

The letter was obviously written 
by an amateur who did not under- 
stand the first rudiments of con- 
verting expensive inquiries into or- 
CREATIVE COLOR LITHOGRAPHERS SINCE 1913 ders. 


Isn't it paradoxical that a manu- 

; facturer will spend thousands on 
Advertisers get the BEST COVERAGE publication advertising to create in- 
| of the Industrial Heating, Forging, Steel Plant | suites and then entrust them, to 
and Heat Treating Markets through a ee 
expends his time and thought to ask 

1 | 1) U STR IAL H FATI % G for information about industrial 

equipment involving a capital in- 
vestment, do you think it unreason- 
able that he expects his name to be 
spelled correctly? If it is a good 
rule of personal salesmanship to re- 


member names, isn’t it also a good 
principle for the sales letter-writer? 


lithographing co. 


MILWAUKEE 12, WIS., 1422 N. Fourth St., Morquette 8-2446 


CHICAGO 11, ILL., 520 N. Michigan Ave., Superior 7-1543 


Representatives in: 


BROOKLYN, N.Y Gedney 8-4412 BALTIMORE, MD Forest 6939 


PHILADELPHIA, PA., Pennypacker 5-9966 CLEVELAND, OHIO, Ontario 11-1760 





personnel who are careless, indif- 
ferent and inefficient in processing 





bend more manufacturers selling these markets use |. H. than any other publication! 





| Reach over 16,000 operating Executives, Plant 
[picnr  tngineers Foremen, Production Managers, 
Plant ages Metallurgists, Chemists, Fuel 
a ialists and Heat-Treaters 
through L H. Industrial heating, as a market, 
is now entering a period where industry is re- 
appraising all manufacturing operations that in- 
volve the use of heat, with a view of immediate 
and r t by modern equip- 
ment... ond “¢ H. reaches every man con- 
cerned with industrial heating operations . . . 
100% coverage, regardless of classification. 


If you make these products 
sell them through 
INDUSTRIAL HEATING 


Industria! Furnaces of all kinds Heot 





Treating Furnaces Forging Furnaces 
Melting Furnaces 

Billet Hecting Furnaces 
Furnaces Galvanizing Furnaces 
Soaking Pits Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Galvanizing Kettles 


Draw Furnaces 
Normalizing 





Company 3... In the reply of this 
manufacturer, the buyer was re- 


Recuperators 
Rod Bakers . Dryers . Industrial Ovens 


‘ 1 v atine 
1. H. Produces Results . . . Because /. H. is the Air Heaters . Dust Collectors . Ventilating 
Equipment Spray Booths Kilns 


only publication editorially specializing in all Setecion Menten . Seeman . Pysemutess 

the industrial heating pr and equip t Valves . 
ded in the finishing, processing Gauges and Meters ‘ 

and heat treatment of enctela, advertisers have ~Sesiggate gore scien 

found that even when the cost of single units ieee. Santee Devoe 

is relatively high, !. H. can and does move prod- 

ucts economically in these classifications. 


ferred to the local representative 
and no catalog was sent, violating 
the sound principle that the inquirer 
should always be sent what has been 
offered in the advertising. 

The letter that lost the sale said 
in effect: “Thank you for your in- 
We are referring your letter 
to our representative who will call 
on you promptly.” It was assumed 
that the salesman would deliver the 
catalog in person 

The buyer never received the cat- 





Industrial Thermometers 








Blast Gates . . Refractories 
Insulating Retractones Fons 
Exhausters Blowers Boosters ; 
Carburising Boxes Melting Pots qulry. 
On the right is a partial list of the products |. H. CS AePoherncise ena quIT) 

has successfully sold. Write today for specific Quenching Machines 
recommendations on how to sell your products Compounds . Heat Treating Compounds 
most effectively through /. H. foe Fuel Pumps Swotners 


[CCA 


1400 Union Trust Blidg., Pittsburgh 19, Pa. 


Quenching 








INDUSTRIAL HEATING ° 
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alog because the “prompt” sales- 
man did not call at all, being one 


of those individuals who believes . 

that all inquiries are from curiosity : d t | T h 
seekers. He dislikes inquiries be- n us ria | 0 
cause some of them have turned out 

to be “duds.” He knows personally 

every buyer in his territory and be- want to rom 


lieves that inquiries waste his time. 
He thinks he is acquainted with 
every buying influence in every 
company, whether it be shopworker, 


draftsman, engineer, superintendent, Gunce tats Ubbey-Owene-ford 


Corning Glass Trenton Potteries 
Lenox China Hotpoint 
Roper Stove Kohler... 


controller, treasurer, vice-president, 
or president. 

The sale was lost (1) because the 
inquiry was mishandled in the home 
office and (2) was ignored by a 
wise-guy peddler. 


and thousands like them read CERAMIC 
INDUSTRY, the recognized No. 1 pub- 
lication for ceramic operating men. 

Company 4.. This company wrote | 
a personal letter telling the inquirer | For full details, write for CERAMIC IN- 
that the catalog was being sent un- | DUSTRY’s analysis of the glass, porcelain 
der separate cover. Three weeks | enamel, whiteware and pottery indus- 
tries — what they're doing — where 


elapsed before the “separate cover” = 2m ii 


catalog arrived and, because the | they're going. 


buyer needed the equipment, the | e ; 
order had been placed with a com- | eramic ustry 
peting company before the catalog | 
arrived. 5 South Wabash Avenue, Chicago 3, Illinois 
In this company, the man assigned 
to handling inquiries had been 
trained in planning and creating ad- 
vertising but had little experience 
in sales promotion methods and a sf r 
procedures. He had no experience | | {ff strip mines... 
in converting inquiries into orders, 


did not understand the important | in deep mines 
} eee 


role played by inquiries in setting 


the machinery of order getting in | ee 

sa. | Coal Mining 
To avoid similar mishandling of | |, 

inquiries, many manufacturers fol- | | §§ read by 


low the practice of always enclosing 


the covering letter with the litera- | Men who buy 


ture requested. 














Company 5 .. When the request 
came in, this company attached a 
multigraphed form letter to the cat- amy 
alog and mailed it 24 hours after | There’s no advertising waste 
receipt. The inquirer made a spe- | ; as in Coal Mining. 

cial request for specific information 
about - product. Apparently . “7 . It reaches key men only under a cir- 
was believed the catalog included f if i 

culation plan whereby lists are con- 


the information or the salesman 
would attend to it. No reference stantly revised by mining company ex- 
ecutives themselves. 


was made to the specific question. asa 
The letter was the standard form 


letter sent to everyone who re- 
quested the catalog COAL MINING 


The letter consisted of two para- 
graphs. The opening was brief, but 5403 Clairton Blvd. ° Pittsburgh, Pa. 
the second paragraph consisted of 
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Pacific 
spt ag, 
.voad the 


DAILY JOURNAL 
of 


blished at 
Cortlond 


°D thi 
is ,ee 
ate jn! 


Unite for sample copy and rate card 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


WANT MORE 


VIEWER 
IMPACT 


FROM YOUR 
EXHIBITS? 


CLIP THIS AD 
TO YOUR LETTERHEAD 
AND MAIL TO 
%%-22 43rd Ave. Corona 68,N. Y. 
ILlinois 7-2002 
Pesigners and Builders 
of Lisplap and Exhibits 
Send me: 

} FREE CHECKLIST of requirements 
for a successful exhibit at your 
next trade show, sales meeting, 
convention, etc. 

FULL DETAILS of how Ivel has 
helped other firms solve exhibit 
problems . . . and how Ivel 
can help your firm get better 
exhibits. 

ILLUSTRATED STORY of amaz- 
ing IVELPAK, the pre- 
fabricated, easy-to-use 
exhibit which you can buy 
or rent at an important 
saving of time and money. 
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15 lines single spaced 

Although the name and title of the 
inquirer was known, this fact was 
ignored. The opening was stereo- 
typed and the body contained no 
message that could be dignified by 
description as a sales letter 

The -signature was processed. A 
postcript had been added by a typist, 
giving the inquirer the name of the 
local representative 

The response to the inquiry was 
not representative of the advertiser. 
It was incomplete, indifferent, cold, 
careless and contributed no con- 
structive salesmanship toward the 


order 


Company 6. . This company got 
the order because it has a standard 
procedure for handling inquiries and 
insists on rigid adherence. Its con- 
cept of the inquiry is identical with 
that of one of the world’s largest 
houses, with which the 
writer was associated. His job was 
teaching the correspondents of this 
fabulous company how to get more 
orders from responses to inquiries. 

The inquiry from John White, our 


composite buyer, was handled in ac- 


mail order 


cord with these rules set up as rou- 


tine procedure: 


1. The inquiry was handled with- 
in 24 hours. To make this rule work, 
every inquiry is time-stamped. 


2. The reply completely covered 
the most minute questions and ob- 
servations of the inquirer. 


3. The letter was a sales letter, 
embodying the basic principles of 
good selling presentation. 


4. The letter facilitated buying 


5. The letter was planned to make 
a friend and left the door open for 
follow-up by salesman, letter and 


direct mail 


6. Notification of the inquiry and 
the handling thereof was promptly 
forwarded to salesmen and distribu- 


tors 


7. The salesman was requested to 
report within a definite time how 


the inquiry was disposed of. 


8. The inquiry was again time- 
stamped when completely processed 


TRIANGLE Continuous 
MOTION PICTURE PROJECTOR 


16 MM 
SOUND 
or SILENT 


Automatically shows your movies over and 
over with no rewinding . . . in undarkened 
rooms, ‘The one that works.’’ Tested by U. S. 
Bureau of Standards. Used by government and 
biggest names in business. Bell & Howell 
Projector unit. Write Triangle Projector Co., 
5307 N. Ravenswood, Chicago 40, Ill. 





alll ln a al tl at tl le te ee ae 


PRESS 


CLIPPINGS: 


from all Newspapers 
and Magazines 





, 
} 
} 
, 
, 


d 


} BURRELLE’S PRESS CLIPPING BUREAU 
ip 165 Church St., New York 7, N. Y. 


|bIf it’s printed, 
} Burrelle’s will clip it, 


ee eT 














the Real Push 
Behind Sales! 


You'll find ‘Snips’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors See Indus- 
trial Marketing Data Book. 


Snips Magazine 


‘S707 WEST LAKE STREET CHICAGO #4, MAING 


Ea Sers W7) Search 


14135 SourTH LA SALLE St CHICAGO 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories, 
Stories, testimonials and releases. 

for more information write or ‘phone 

SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 





METAL NAME PLATE 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product's quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 


—_ of Dodge saints ance Mishawaka, indiana 


THE MODERN 
BLACKBOARD 





For 
Teachers, Lecturers, 
Demonstrators, 
Training Instructors 








THE SPEAKER always 
FACES THE AUDIENCE 


A unique, self-operated pro- 
jector that chrows the pro- 
jected images over the 
speaker's shoulder permit- 
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For use in Industry, Ad- 
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9. An effective follow-up system 
was used to contact the inquirer at 
regular intervals through letters and 
direct mail, co-ordinated with reg- 
ular contacts by the salesman. 


Management, sales personnel, pro- 
motional personnel and advertising 
agencies all have slipped up on the 
handling of inquiries. 

Some managements approve ad- 
vertising appropriations without 
provision for sales promotion and 
field sales activities in a completely 
integrated program that includes 
proper inquiry handling. Other 
managements, when they do provide 
expenditures for inquiry handling, 
set aside only a meager handout. 

When a salesman looks upon in- 
quiries as time-wasters because he 
knows every “buying influence” in 
his territory, the company has failed 
to sell him on the true benefits of 
efficient personal follow-through. 

Promotional personnel in the in- 
dustrial field sometimes lack train- 
ing and experience in inquiry han- 
dling. They could be helped by 
contact with mail order selling 
where the life of the business de- 
pends upon making sales out of in- 
quiries. 

Industrial sales promotion men 
frequently are little versed in the 
rudiments of sales letters when han- 
dling inquiries. They exhibit only a 
smattering of understanding of prof- 
itable follow-up. If the letters ac- 
companying industrial literature 
were judged by the standards of 
salesmanship in mail order letters, 
few would earn a passing grade. 

Advertising agencies generally are 
interested in the number and qual- 
ity of the inquiries produced by the 
advertising they plan; they are fur- 
ther interested in the preparation of 
industrial literature to be sent to 
inquirers. What happens to the lit- 
erature and the inquiry is often re- 
garded as out of agency hands 

An industrial ad that produces a 
disproportionate number of “duds” 
from curiosity seekers, coupon fillers 
and doodlers is to be condemned 
The ad is at fault, not the publica- 
tion. “Duds” can always be elim- 
inated by intelligent screening. Con- 
trariwise, no business publication 
with a guaranteed circulation among 
a specific segment of industrial 
“buying influences” could conceiv- 
ably produce many poor inquiries 
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